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Rough Proofs 


Senator White, of Maine, has 
introduced a resolution to look into 


those new-found powers of the 
FCC, maybe to prove it has no 
monopoly of monopoly investiga- 
tions. 

vy v 


Chairman Fly is so sure the new | 
FCC rules won’t disturb radio ad- 
vertising, he ought to be given a 
chance to clear time on 175 stations 
without previous arrangement. 


= = UM®@ 


People at advertising conventions, 
the ADVERTISING AGE pictures sug- 
gest, divide their time between 
playing golf and attending dinners. 
No wonder everybody wants to be 
an advertising man. 


. © F 


Winfield, the boy dress designer 
discovered by UP, “simply works 
with a mouthful of pins and shears.” 
Must be related to Joe E. Brown. 


, = 


Swan soap imitates the color, 
size and shape of Ivory, P & G 
charges. If this is a good ground 
for damages, the auto builders may 
be in for a tough time. 


_ = 


Thus far Lever Bros. has had no 
opportunity to accuse some other 
soap manufacturer of even coming 
close to imitating Lifebuoy’s smell. | 


> Ri? | 


Larry Meyer telis the great story 
of the rise in Kleenex sales and 
reduction of its prices, but there’s 
not a word of praise for the unflag- 
ging cooperation of the cold cream 
industry. 

v v v 


Jim Young remarks that doubling 
space for mail-order copy didn’t in- 
crease results, and of course some 
carping critic will say he didn’t dis- 
cover this until he retired from the 
agency business. 
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“FTC attorneys seek extension of 
agency’s power.’’—ADVERTISING AGE 
headline. Substitute any other 
Washington alphabetical combina- 
tion, and let it stand. 


oo 


Fashion merchandisers have been 
warned they must now emphasize 
quality instead of style. But can you | 
imagine a woman wanting to keep 
adress until she wore it out? 


, Vv 


“E. A. A. to learn what can be 
done with models,” it is reported. 
For one thing, you can make pretty | 
nice advertising illustrations with 
the: 

v v ’ 
Big-hearted hotel men are going 


to spend $500,000 worth of duebills 
to advertise the industry. Why not! 


talk to the mine operators and get 
next year’s coal bills taken care of 
the same way? 
v v v 
Senator Nye, asking for a con-| 
gressional investigation of public | 
pinion polls, might ask Dr. Gallup | 


i out what is the public’s opin- 
n of public opinion and polls to| 
mine same. 


7 =. 


Urban and rural radio listeners 


may have varying program prefer- | 
fnees but the cash register has the / 
‘ame cheerful ring whether it’s the 


. r country dollar landing in the | 


Copy Cus. 


|} making radio meeting in St. 
| Possible implications of the 
FCC 


NO BLACKOUT 


How the Timben Roller Bearing Company solved 
the HM ehk-end 


‘BLACKOUT’ 


— 


Through newspapers, Timken Roller Bear- 
ing Company, Canton, O., tells in this 
six-column space how it has established 
five extra shifts to keep its defense- 
manufacturing equipment running every 
hour of the week with never a moment's 
slackening of the pace. 


ANA Surveys 


Legal Pitfalls 
in Advertising 


Convention Goers Also 


Consider Impact of 
FCC's Radio Report 


Rye, N. Y., 
of a lawyer 


ning and execution of promotional | 
activities was painted as something | 
more than a vision of the future 
here this week, when the Associa- 
tion of National Advertisers spon- 
sored a comprehensive survey of 
legal pitfalls as one of the highlights 
of its spring convention at the West- 
chester Country Club. 

A three-day meeting packed with 
discussions of such other pertinent 
subjects as research, media, 
nation between sales and advertis- 
ing, and public relations held the at- 
tention of about 250 of the nation’s 
leading advertising executives. Vir- 
tually all problems were analyzed 
in the light of new conditions im- 
| posed by the defense program. 

Although they found plenty of 
grist for their own convention mill, 
the ANA members also kept their 
ears tuned for news of the history- 
Louis. 
recent 
report were weighed at a spe- 
cial radio session which drew an 
overflow audience. 


Alarm Expressed 
No official ANA sentiment was 
expressed but in private conversa- 
tion many members indicated alarm 
(Continued on Page 33) 
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May 15.—The picture | 
sitting at the elbow of | 
every advertising man in the plan- | 


Biggest Campaign 


| 


Study Reveals Frequen- 
cy, Continuity Keys to: 
Newspaper Productivity 


| 
By IRWIN ROBINSON 
New York, May 15.—Frequency 
|} and continuity are the keys to pro-| 
| ductivity in newspaper advertising, | 
H. J. Heinz Company has concluded | 
following an unprecedented experi- 
ment in 21 cities from coast to coast 
during the past seven months. The | 
$68,000 test disclosed a consumer 
buying spurt of 33.7 per cent on| 
four selected varieties of the famous | 
“Heinz 57,’ and was the major fac- 
tor in adoption of the largest news- 
paper advertising campaign in the 
company’s history for the 1941-42 
fiscal year. 
The inside story the widely- | 
discussed but closely-guarded un- 
dertaking was revealed for the first 


ol 


time today by H. G. Selby, media 
director of Maxon, Inc., the Heinz 
agency. The ac- 
tual advertising 


phase of the ex- 
periment, he said, 
was the final por- 
tion of a 15- 
month study of 
newspapers 
launched on the 
premise that “an 
occasional phys- 
ical examination 
is sound proced- 
ure for media as 
well as men.” 

In seeking an 
answer to the troublesome ques- 
| tion, “What constitutes an adequate 
| newspaper schedule?” the investi- 

gators were guided by two chief | 
factors: first, tieups with monthly | 
sales drives on selected Heinz prod- 
ucts, a technique emphasized by the | 


H. G. Selby 


coordi- | 


company’s sales management; and 
. . . . | 
second, advertising continuity and 
repetition sufficient to reflect the 
sale-producing power of the me- 
dium. 
Toss Out Sacred Cows 
Hundreds of successful local as 
well as national newspaper cam- 


| paigns were studied. “Sacred cows” 


(Continued on Page 37) 


ALONG RADIO FRONT 


Page 
Broadcasters to fight new FCC 
regulations I 
Fly cracks back at NAB, Eth- 
ridge blast I 
Newspaper-Radio group pre- 
pares for FCC parley , 4 
Ethridge hurls charges of bad 
faith at FCC 6 
NAB promotional material ex- 
hibit 8 
Serious note marks opening; 
Miller's term extended 10 


“No desire for government-con- 
trolled radio'"—Chairman Fly 18 

Seek delay in FCC net rule 20 

IRNA plans to obtain paid ne- 
gotiator 

MBS independents balk at local 
ASCAP licenses 


Fly Cracks Back 


29 


34 


at NAB, Ethridge 
Blast Against FCC 


Terms Group ''Dead 
Mackerel"; Refuses to 
Talk Again 


BULLETIN 

St. Louis, May 16. Declaring 
that regulation of the radio indus- 
try under the chairmanship of 
James Lawrence Fly has_ been 
“punitive, capricious, biased and 
destructive,” the newly - elected 
board of directors of the National 
Association of Broadcasters, meet- 
ing here this morning, declared: 

“Mr. Fly’s violent statement of 
yesterday was the strongest sub- 
stantiation of the truth of what we 
have been saying. We leave to the 
public the judgment of whether the 
state of mind exhibited by Mr. Fly 
qualifies him to be chairman of a 
government commission calling for 
judicial impartiality.” 


Statement Delayed 
The board’s statement was issued 
after the members had learned that 
President Roosevelt, in his 
(Continued on Page 36) 
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Last Minute News Flashes 


Texaco Donates Radio Time for Defense 


New York, May 16.—The Texas 
day evening program over 86 CBS st 


Allen program, off the 
of the time donated is $250,000. 
ury’s hands, and Buchanan Company 
usual commission for the period. 


Company will contribute 
ations to the U. S. 
ment for promotion of defense bonds, 
air during this 
Its use 
, the 
Belief is that Texaco will be 


its Wednes- 
Treasury Depart- 


from July 2 to Sept. 24. The Fred 
period, will return Oct. 1. Value 
will be left entirely in the Treas- 


the 
credited 


Texaco agency, will receive 


for donating the time at the beginning of each hour. 


Agency Resigns Peach Marketing Board Account 


New York, May 16.- 
as agency for the 
June 1. 


Brooke, Smith, 
Georgia-Carolinas’ 
The contract in force between the agency and the Georgia As- | 


French & Dorrance has resigned 
Peach Marketing Board, effective 


sociation of Peach Growers, South Carolina Peach Cooperative and North 


Carolina Peach Growers, was 


to have 


run until July 18, 1942. It is 


understood that the growers will continue the promotion, placing the ac- 


count direct. 


Schedule Cooperative Ads for Bread’s “V-Day” 


New York, May 16.—Designation of May 27 as 


the meeting of nutritional experts in 
vitamin developments, 


“V-Day,” dramatizing 
Washington and spotlighting recent 


will be the signal for cooperative advertisements 


sponsored by millers and bakers throughout the country, it was learned 
| today. Full-page ads will be inserted in Washington dailies. 
Paul Cornell, 


been prepared by 
program. 


coordinator 


Copy has 


of the “enriched” bread 


Heinz Tests Power Broadcasters to Fight 
of Papers; Adopts FCC’s New Regulations 


More Unanimity Than 
Expected Marks Slam- 
Bang Convention 


S. R. BERNSTEIN 
St. Louis, May 15.—Neville Miller, 
president of the National Associa- 
tion of Broadcasters, summed up the 
big news of this most hectic of all 


|, NAB conventions at noon here today 


| unless 


,of course, 


| was applauded as no one else has 


when he said: 

“No one could have been in this 
room yesterday and listened to Mark 
Ethridge’s straightforward talk 
without realizing that we have made 
up our minds. 

“We believe that government reg- 
ulation is now in danger of becom- 
ing punitive and arbitrary govern- 
ment control, 

“We believe that the people of 
America expect us to act when we 
think the freedom of radio is threat- 
ened, and we believe that we would 
traitors to their trust if we did 
not do so. 

“We therefore propose to act.” 


be 


An All-Out Fight 


There in a nutshell is the net re- 
sult of this convention, an all-out 
fight, with no quarter asked or 
given, between the NAB and the 
Federal Communications Commis- 
sion—a fight that clearly will not 
be completely resolved “until and 
the NAB is beaten to its 
knees, or until the personnel of the 
FCC is changed. Actually, there 
seems little chance that the NAB 
will be satisfied now with anything 
less than a new radio law, and it 


can be expected that it will bend 
all its efforts in this direction, after 
first attempting to relieve the im- 


mediate pressure by securing post- 
ponement or cancellation of the re- 
cent FCC regulations. 

Surprising unanimity accompa- 
nied the hurling of the defi into the 
teeth of the Communications Com- 
mission, the outstanding exception, 
being Mutual Broadcast- 
ing System, whose directors lent 
further fuel to the fire this afternoon 
by announcing that they had no 
desire to be represented on the NAB 
board any longer, and who conse- 
quently withdrew the name of Fred 
Weber, general manager, from the 
ticket. Without comment, the NAB 
then proceeded to the election of 
other network directors. 


Music Fight Pales 


NAB-FCC fight was so in- 
tense and so spectacular that the 
music situation, long considered hot 
enough to raise any broadcaster’s 
temperature to the boiling point, 
paled into comparative insignifi- 
cance. 
Actually, 
categorical 
Music, Inc., 


The 


the convention provided 
proof that Broadcast 
the one-year-old prod- 
igy of NAB, has nothing whatever 
to fear from defections in the solid 
front which the industry has pre- 
sented to ASCAP; almost all broad- 
casters hope some time to regain 
ASCAP music on “acceptable 
terms,” but none seems to have any 
desire to abandon BMI, no matter 
what ASCAP does or does not do. 
The tenor of the broadcasters’ 
attitude toward the “monopoly re- 
port” and the regulations pro- 
pounded as a result of it was clearly 
evidenced at the luncheon yesterday, 
when Mark Ethridge, general man- 
ager of WHAS, Louisville, tore into 
“the majority of the Commission” 
without pulling a single punch, and 
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ever been applauded by the asso- | 
ciation. Details of his talk appear 
on Page 6 of this issue. 


CBS Backs Stand 


Further indication of the feeling | 
of broadcasters on this subject came 
at the afternoon session immediately | 
following the luncheon, when Ed- | 
ward Klauber, CBS vice-president, 
satisfied the “great curiosity among 
our affiliates about what we intend 
to do” by declaring that CBS is 
convinced that if the FCC can arbi- 
trarily exercise these powers, free- 
dom of the air is a mirage, and that 
if broadcasters cannot have a stable 
business, the industry will degen- 
erate into chaos and eventually be 
taken over by the government. His 
remarks also created much enthu- 
siasm. 

“CBS therefore feels it its duty to 
resist in every possible way,” he 
said. “We intend to discuss this 
issue over the air, before Congress, 
before the courts, and in every other 
legitimate way. It is important that 
radio stations not be frightened into 
action by the exercise of power 
which the FCC doesn’t have.” 

The fight for revision of the rules | 
will begin immediately with an at- | 
tempt to secure prompt passage 4 


the resolution introduced in the Sen- 
ate this week by Senator Wallace 
White of Maine, aimed at a thor- 


ough investigation of the whole 
radio structure with a view to the 


|enactment of a new radio law, and 


the suspension of the new FCC reg- 
ulations until such Senatorial inves- 
tigation has been completed. A 
resolution placing the NAB on 
record as favoring passage of the 
White resolution was adopted at the 
meeting yesterday. 


Only Beginning 


The fight for adoption of the 
White resolution promises to be only 
the beginning of the broadcasters’ 
efforts, however. It was made clear 
that the major networks are pre- 
pared to carry the case to the public, 
to the Congess and to the courts, 
if necessary, and it was also made 
clear that most broadcasters will not 
rest until the basic radio law of the 
country is changed. How successful 
these efforts will be no one was 
prepared to say, but the tremendous | 


ovation given Mark Ethridge’s at- | 


tacks on the Commission must have 
warned FCC Chairman Fly, who 
was present, that a real battle is in 
the offing. 

While National Broadcasting Com- | 
pany, which is hardest hit of all | 
under the new regulations, made no | 
general statement of its policy, no | 
secret was made of its position, | 
which is similar to that of CBS: 
that is, the regulations will be | 


‘fought in every possible way. 
Support came to the networks 
also from the Independent Radio 
Network Affiliates, which adopted a 
resolution declaring that the new 
_FCC regulations would 


impair | 


broadcast service to the public, and | 


another asking the IRNA officers 
to prepare a plan to support what- 
ever efforts other groups 
industry might make to obtain the 
passage of the White resolution. 


BMI Forges Ahead 


On the music front, the victory 
of BMI was complete and decisive. 
Whatever temporary comfort 
ASCAP may have received from the 
acceptance of its terms and resump- 
tion of its music this week by Mu- 
tual Broadcasting System, and 
whatever temporary pall may have 
been cast over BMI by this action, 
were quickly withdrawn yesterday 
when a BMI “revival meeting” 
stirred the spirits of the assembled 
delegates to almost fever pitch and 
clearly indicated that the job this 
organization has done in the short 
span of its existence has earned for 
it the continuing support of the 
broadcast field. 

BMI completed its first license 
period March 31 with 650 licensees, 
and now has 654, it was reported, 
with contracted revenue for the next 
period of $1,973,000, in place of the 
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“CREAM IS SERVED!” 


—Nice, rich cream that sticks to your whiskers 


like beer at the 19th hole... cream that you 


can pour right into your cash register. 


We allude to the net increase in Philadelphia’s 


payroll for defense work: ONE BILLION DOLLARS. 


This cream is being passed around fast—mostly 


to those 


right on the spot with their product. 


Waiting for you here in Philadelphia is a 


spot to end all spots—a spot Philadelphians 


reach for day and night: spot No 1060. 


On all radio dials it brings in KYW and the 


NBC Red Network at 50,000 watts. 


It’ll bring you in too — 


bring you in a-howlin’ ! 


WESTINGHOUSE RADIO STATIONS, Inc, 


PHILADELPHIA 
50,000 WATTS — 


W8ZA WOWO wGi wsos 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


NBC, NAB HEADS iN 
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This group of dignitaries at the St. Louis confab includes Frank Russell, Wash- 
ington, NBC vice-president; Niles Trammell, NBC president; Neville Miller, 
NAB president; and Frank Muller, NBC executive vice-president. 


$1,849,000 which it was guaranteed 
last year. Of the outstanding stock 
last year, 18.5 per cent was owned 
by network managed and operated 
stations, 73 per cent by network 
affiliates (of which 12 per cent is 
owned by Mutual affiliates), and 8.2 
per cent by independents. The or- 


ing 95 per cent of all station rev- 


economies in operation will permit 
it to lower its charges to licensees 
by at least 30 per cent during the 
coming contract year. 


day afternoon when the organization 
announced that “‘all the stockholders 
of the Mutual Broadcasting System 
had individually assured BMI of 
their continued support.” Several 
Mutual affiliates also pointed out 
that the ASCAP agreement affected 
the network only 
doubts that many of the stations 
would immediately sign ASCAP 
agreements individually. 
Mutual Stands Fast 

While it can be assumed that Mu- 
tual will continue its present posi- 
tion of looking with favor on the 
present FCC regulations, which 


ganization now services more than | 
80 per cent of all stations, represent- | 


enue, and it was announced that) 


The last vestige of doubt over the | 
future of BMI was dispelled yester- | 


and expressed | 


|Edgar Bill, WMBD, Peoria, ‘his 
. 

|/morning suggested the following 
| time limits for commercials on five, 
| ten and 25-minute programs, which 
| were adopted without argument: 
five-minute programs, daytime, two 
|minutes: nighttime, one minute 45 
| seconds. Ten-minute programs, day- 
time, two minutes 30 seconds; night- 
'time, two minutes. Twenty-‘ive 
minute programs, daytime, four 
minutes 15 seconds; nighttime two 
minutes 45 seconds. The morning 
session wound up with the only 
non-industry speech on the program 
|—a talk by Col. Willard Chevalier, 


| publisher of Business Week, who 
| warned that while advertising has 
been sold to business generally only 
as a tool for building up volume and 
sales, it must now be sold as a tool 
of many uses. 

Business cannot afford to stop ad- 
vertising simply because it is in a 
seller’s market, he said. The time 
will come, more or less quickly, 
when business will have to resume 
relations with its normal consumer 
markets, and business must not be 
,allowed to think that it can make 
|the change-over when the time 
/comes through the yse of an “adver- 
| tising quickie.”” Furthermore, he 
7 said, business will have no oppor- 

tunity to store up fat out of this 


hamper the other networks greatly | ° : 
and which might create a temporary | emergency with which 
advantage for Mutual, the net result | 


of the terrific controversies engen- | 


it will be 
able to work its way back to nor- 
malcy through the exercise of main 


force. It must do a continuous and 
effective job of maintaining its con- 
tracts with its markets, or very 
likely see them lost forever. 


Ethridge Praised 


dered by Mutual’s stand on the FCC 
|}action and its accord with ASCAP 
were rather negligible, so far as the | 
| NAB itself was concerned. 
| The NAB board, meeting Monday 
night, threw down the gauntlet to 
| Mutual members by endorsing the 
| activities of President Neville Miller,| NAB indicated again that thus far 
‘which Mutual had interpreted as/| it is sticking to its guns by adopt- 
‘inimical to its interests, and ex-|ing, to a rising, enthusiastic vote, 
‘tended his term of office to 1944,|@ resolution “expressing its sincere 
| This brought prompt action by | and_ grateful thanks © to Mark 
WOR, New York, WGN, Chicago, Ethridge for the unselfish and in- 
'KHJ, Los Angeles, and WFBR,)| estimable service rendered the in- 
| Baltimore, all of whom immediately | dustry and the public by his t iely 
resigned from the NAB. Up until! presentation of his personal views. 
this morning, however, no further| The organization also adopted 4 
'defections on the part of Mutual | resolution urging the establishment 
stations were reported. /of a national daylight time saving 
| After the tremendous emotional | Policy so that time would be un 
|strain of Tuesday and yesterday, | form throughout the country. 
‘the convention settled down this| The NAB board also instructed 
/morning to more routine matters, | President Miller to appoint a adio 
although the curt message of National Defense Committee, whose 
“thanks for the hospitality” which | job will be to coordinate the work 
|Chairman Fly of the FCC left for|°f the industry with the notions 
‘the broadcasters, and the news,)| defense efforts, and to work set 
| known to only a few members, that | With the Army, Navy, Treasury ane 
he had marked his leave-taking with Other federal departments 
a blast of wrath in the form of a furtherance of the country’s detenst 
biting statement reported elsewhere Edward Klauber, CBS executive 
in this issue, reminded delegates of vice-president, and Frank [usse) 
NBC vice-president, were re-c ecte¢ 


the perilous days ahead. 
The code committee, headed by (Continued on Page 3 


At its closing luncheon today, the 


*Modern illustr 
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ADVERTISING AGE 


U.S.S. NORTH CAROLINA and WASHINGTON each has 
nine 16-inch guns. Weight of one shell, 2,400 pounds. 
Weight of a broadside from one ship, 21,600 pounds. 


Range, 35,000 yards—about 20 miles. 


~ - VS 


ed a The commissioning on April 9 of the NORTH 
ment CAROLINA, and last week of her sister ship 
the WASHINGTON, are events which may turn 
the course of history. 

icted With them, and other battle wagons now build- 


adio ing, the United States goes back to its traditional 
oer naval policy of BIGGER GUNS to “dish it out,” 
onal GREATER RANGE to hit first, HEAVIER ARMOR to 
sels “take it.” 
and WORLD'S MIGHTIEST WARSHIPS,” say the head- 
the lines. Confidence in the NORTH CAROLINA and 
aa WASHINGTON is not based on guesswork. They 
sell were designed, with others of their class now build- 
ted ing, to command the seas. 
* * * 
a 


A BASIS for justifiable confidence of success can be 
found in any activity that deserves to succeed. The 
rules haven't changed. 


An advertiser who wishes to command the world's 
46 greatest market uses BIG COLOR PAGES in The 
American Weekly, and uses them consistently—just 
as the admiral of the fleet, with a big job to do, 
orders his BIGGEST guns into action. 


He commissions a NORTH CAROLINA or a 
WASHINGTON for the job! 


‘i 


aay Se, 


ae ae eo a 
a ~ 


An advertiser's message in The American Weekly 
is carried into more than 7,000,000 homes—a mar- 
ket with enough purchasing power to assure a glowing 
future for most products, by itse/f, alone. 


Expectations of success can be calculated in advance. 
Most important advertisers, as part of their own ex- 
perience, know the striking power of BIG COLOR 
PAGES in The American Weekly. 


It is this unit of space, in this publication, that is 
so often called on when a special job of great im- 
portance is to be done. When hundreds of new sales 
outlets are wanted. When displays are desired in 
thousands of outlets. When there is need to bring 
in the greatest number of coupons, at lowest cost 
per inquiry. 

Sales managers and salesmen say: ‘I can merchan- 
dise The American Weekly. I can get action. It’s hot! 


14- or 15-inch guns are the standard heavy arms 
of other navies. 14-inch shells weigh 1,400 pounds, 
carry 20,000 yards. 15-inch shells weigh 1,920 
pounds, carry 28,000 yards. 
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Dealers say: “When a color page in The American 
Weekly is scheduled, we can count on demand. It 
justifies special displays and special effort.” 

This being common experience, it is not plain 
selfishness for The American Weekly to say that ad- 
vertisers could use more BIG COLOR PAGES in it 
to their profit and advantage. 


The National Association of Ice Industries has 
advertised natural ice refrigeration in general mag- 
azines for five years. Several months ago it was 
decided to buy two BIG COLOR PAGES to appear in 
the May 11 and June 8 issues of The American 
Weekly. Here is just one thing that happened: 

When the schedule of BIG COLOR PAGES of the 

National Association of Ice Industries came to the 

attention of R. H. Macy & Compony, they purchased 

@ line of one of the new 194! air-conditioned ice re- 

frigerators to be advertised in The American Weekly 


ory a certainty 


And s0, through the enthusiasm produced by the BIG 
COLOR PAGES, air-conditioned ice refrigerators are 
now featured at America's leading department store. 


Important advertisers are justified in “big-gun” 
campaigns of BIG COLOR PAGES in The American 
Weekly —particularly in times like these. 


And just as the NORTH CAROLINA and the 
WASHINGTON also have secondary batteries of 
twenty high-elevation, 5-inch guns. . . batteries that 
can blast an air fleet out of the sky, or trade salvo for 
salvo with cruisers or destroyers . . . The American 
Weekly offers advertisers smaller units in color and 
black-and-white that provide typical effectiveness even 
when minimum-sized space is used. 


The American Weekly would like to talk over a 
definite plan for any advertiser who is looking for 
more striking power on a target too big to miss. 


Circulation 


THEA 


Branch Ofhees: Hearst Bupe.. Caicaco 
Eomes Bioc. Los Avceres Hearst Bios 


ERICAN 
WEEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 
5 Bivrnaor Sot ane. Bostos 


San Faancisco 
Hass Bipe . CLevetann.. 


Ancape Bipc. St. Lows 
Geverat Moross Bipc., DetTRorr 
101 Manierrs ST. ATLANTS 
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Newspaper- Radio 
Group Prepares 


with Chairman Fly of the FCC and No Advance Word of FCC 


his legal staff in Washington next 
week for a general discussion. The 
FCC chairman has expressed a de- 
sire for complete information on 
the operations of newspaper-owned 


Report, Says President 
Washington, D. C., May 16.— 
President Roosevelt told his press 
conference today that he had no ad- 
vance notice of the Federal Com- 


radio nations and the committee's munications Commission’s monop- 
staff will hold preliminary discus- oly report and order. 

or al ey sions with him to go over the) ‘yr. Roosevelt said he had not 
ground. |read the report or order yet, and 


C | S db N d Harold Hough, Fort Worth Star|that he had been thinking about 
ar unaberg QaMeA Telegram, is chairman of the news- what he termed more important 
Executive Secretary of paper-radio committee, and Walter | things, during recent weeks. 


Committee 


chairman. Other members of the ex- 
chairman, other members of the ex- 
ecutive committee are Jack How- 


Four A’s Reaffirms 
Need of Cash Discounts 


COLUMBIA CHIEFS AT NAB “MEET 


St. Louis, May 16.— The news- ard, Scripps - Howard Newspapers; | - 
paper-radio committee, at a meet-| Nelson Poynter, St. Petersburg _ New York, May 15.—The Amer- 
ing here this morning, moved for- | Times; Gardner Cowles, Des Moines | !can Association of Advertising 
ward toward development of its | Register and Tribune; John Person,| Agencies this week announced | 
internal organization with approval | Williamsport Citizen; Tennant} unanimous adoption of a resolution This foursome of CBS executives includes Edward Klauber, CBS executive vice. 
by the board of the appointment of | Bryan, Richmond News Leader, | by its members, reaffirming their | president; H. V. Ackerberg, vice-president; Merle S. Jones, KMOX, St. Louis 
Carl Sundberg as executive secre-| who is treasurer; James Cox, Jr.,| need of cash discounts on advertis- | and Mefford Runyon, CSS, New York. 
tary, with headquarters at 370 Lex-| Dayton News; and Guy Hamilton, | ng space and time “as vital to me- | i 
ington avenue, New York. McClatchy newspapers. vag meee ong — Chicago Club Elects San Francisco Ad 
~ “J ‘re , ic irec Th > . itt vs) re-em yh: size us po Icy snou e maintaine | . 
Mr. Sundberg, who is director of} tne committee fe - cmpiasieee | und should embrace all media, the | alt. Guner Ollicers Club Elects Officers 
research and promotion for the/|that it is opposed to combination s ‘ ’ | — 
: : sp beso pee ae ‘aaic,| Four A’s declared. “to be the end William B. Carr, Western adver- William B. Ryan, sales manager 
Branham Company, Chicago, has|rates for newspapers and_ radio u s ‘ ’ * : delta ed toe sete 
’ ; ; that the sound credit and economic tising manager of Time, was elected of the National Broadcasting Com- 
been loaned to the committee to | stations. re ene ot m . industry be main- | President of the Chicago Federated | pany, was elected president of the 
gather the data necessary to pre- reine yy of tne industry be main-' Advertising Club at its recent|San Francisco 
sent to the FCC, and is already at ained. | luncheon meeting in the Hotel | Advertising Club 
work. we to —_— , - anes Sherman. He succeeds E. R. at the group’s 
It was announced that legal coun-|_.Q0. 5S. Tyson -O., Inc., New Richer, vice-president in charge of | recent luncheon 
sel for the committee pre orcae of | York, has been appointed to handle | To Larger Quarters advertising for Hart Schaffner & | meeting. 
J dee TI ae Thest ee Stns York: business paper and direct mail ad- Radio Coverage Reports, New) Marx. | Members 
uadge Thomas Thacher, New York, | vertising of New Bedford Cordage York, will move to larger quarters! Other officers elected include: | named R. G. 


Sydney Kaye, New York, and A. N. 


Company, New York, manufacturer 


in the same building at 18 E. 48th George 


DeBeer, advertising man- 


| Landis, advertis- 


Herman, Fort Worth, will meet’ of rope and cordage. | street. ager, Bauer & Black, Inc., first vice-| ing director of 
president Mrs. Prudence Allured,| Sheli Oil Com- 
; president, Manufacturing & Con-/| pany, San Fran- 
ee MR.AND MRS. cy fectioner Publishing Company, cisco, as_ vice- 
JACK RABBIT Pye second vice-president; Sidney|president; 
OO y= , Wells, art director, McCann-Erick-| Marguerite E. 
pe genie vice-president; John W.| Downing, adver- 
; zadd, manager of advertising and j|tising and pub- W. B. Ryan 
MELE business development, United States | licity emneae. , 
RAL om Savings and Loan League, secre-|San Francisco Bank, secretary; and 
(7 i tary; and Chester L. Price, adver-| Walter A. Burke, assistant gen- 
4 tising and publicity director, City | eral manager of McCann-Erickson, 
National Bank and Trust Company, | treasurer. These directors were 
treasurer. Newly-elected directors |elected to serve two-year terms: 
are Donald S. McKiernan, George | John J. Cahill, Western Lithograph 


p> 
a 
| me vv) 


S. McKiernan Company; and Em- | 


Company; William F. _ Fielder, 


mons C. Carlson, sales promotion | Fielder, Sorensen & Davis; Milo 
manager, National Broadcasting | Gates, Crowell - Collier Company: 
Company. L. Harter Markwood, W. P. Fulle: 


& Co., and Richard Russell, Lord & 


st Joins Conntian Facts —. ase oe con- 
oon. John F. Graydon, formerly vice- | “MU&S 45 executive secretary 
oe — president and director of N. W. ss... 
>.- al oo. % |Ayer & Son of Canada, Ltd., has Appoints Aubrey, Moore 
¢ — wi joined Canadian Facts, market re- Arnold, Schwinn & Co., Chicago 
Cc os search organization, at the com-| bicycle maker, has appointed Aub- 
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; LLION ! 


A billion rabbits in one house would be news! And a 
billion dollars in wholesale sales in any market is news too. The 


wholesale sales in Memphis and the Mid-South market total 


$1,082,032,870.00. You can see 
why Memphis, the 32nd city in 
population, ranks 17th in whole- 
sale trade volume throughout 


' 
DOLLARS AND DEFENSE 


ie 


“. 


pany’s Toronto headquarters. 


jrey, Moore & Wallace, Inc., Chicago 


More than $80,000,000 in defense projects 
are being spent in Memphis and the Mem- 
phis market. This arsenal of the Mid-South | 
includes the $25,000,000 Tennessee Powder 
Company, the $7,000,000 Fisher Body 
Bomber Parts Plant, and the $12,000,500 
United States Army Supply Depot. 


the United States. And WMC, 
the pioneer radio voice of Mem- 
phis and the Mid-South, is the sta- 
tion that influences these sales. 


Gx, WATTS DAY 
1,000 WATTS NIGHT 
MEMPHIS, TENN. 
éiUlion Dollar wu 


Represented Nationally ty THE BRANHAM CO. 


* 
Owned and Operated by 


THE COMMERCIAL APPEAL 


* 
MEMBER OF SOUTH CENTRAL QUALITY NETWORK 


NBC RED 
NETWORK 


\ 


” THE 


wn WMC—MEMPHIS WJDX—JACKSON, MISS. KWKH-KTBS—SHREVEPORT 
| KARK—LITTLE ROCK WSMB—NEW ORLEANS FOR MANAGEMENT EX 
YS. pity UTIVES: THE ECONOM 
JOURNAL, DUN’S REVIE 
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AMERICA $s S GIBRALTAR _ 


a LR 
«tive 2 


516,000,000 move 


COMES TO OKLAHOMA CITY 
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The C.I.T. Safety Foundation, making, in 
1941, its first award for safety promotion among 
newspapers, recognized Oklahoma’s Daily Oklaho- 
man and Oklahoma City Times for the finest job 
done by any newspapers in cities of 100,000 popula- 
tion or more. 

For the fourth consecutive year Oklahoma has 
received the National Safety Council award for es- 
tablishing the finest safety record among the south- 
ern states. 

All of which turns back the pages five years 
when the Oklahoman and Times accepted the pro- 
motion of public safety as a major defense problem. 


Reed Wo) sete 0 risa oe fers @ meet. Hay log enw ; 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


BMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 


“tan ® Mictte roe Expres * WKY OxtanomaCiry ® KVOR. Cotorapo Srrincs 


® Ripersenteo Na NALLY BY THE Katz AcEeNncy, INC 


A CITATION 


FOR ANOTHER KIND OF DEFENSE 


Then the Oklahoman and Times started selling 
safety to Oklahoma. Traffic fatalities dropped from 
685 in 1936 to 486 in 1940. The Oklahoman and 
Times practiced safety. Their own statewide de- 
livery system set up a record of 33,000,000 miles of 
highway travel without a fatality. 

And as can be expected, these two newspapers, 
now at the highest circulation peak in history, apply 
the same enthusiasm to selling merchandise for ad- 
vertisers. They are the most powerful sales influence 
in a market where department store sales for the 4 
weeks ending April 26 are up 23% from the cor- 
responding period a year ago. 


THE OKLAHOMA PUBLISHING COMPANY 


THE FARMER-STOCKMAN * MISTLETOE EXPRESS * WKY,OKLAHOMA CITY * KVOR, COLORADO SPRINGS 
KLZ, DENVER (Under Affiliated Management) * REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. 
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Ethridge Hurls 
Charges of Bad 
Faith at FCC 


Fly Hears Commission) 
Accused of Bad Temper 
and Vindictiveness 


St. Louis, May 14.—Making the 
direct charge of breach of faith on | 
the part of the majority of the Fed- 
eral Communications Commission in 
| 


=) 


ou 


“Since WFDF, Flint, Michigan, went | 
to a kilowatt on 910, Toscanini sure | 
has improved.” 


connection with the propounding of 
new regulations 
stemming from 
5» its monopoly re- 
port, and assert- 


the new FCC or- 
der is founded 
“on a _ basis of 
bad temper, im- 
patience and vin- 
dictivene ss,” 
Mark Ethridge, 
general manager 
of the Louisville 
Courier - Journal 
and Times, and of Station WHAS, 
today provided the National As- 


Mark Ethridge 


sociation of Broadcasters with the 


most dramatic session it has ever 
held. The fact that FCC Chairman 
Fly sat at the speaker’s table dur- 
ing his address lent added tenseness 
to the situation. 

The Louisville broadcaster and 
publisher, who yesterday resigned 


his commission to make an impartial | 
study of the entire broadcasting set- | 


up for President Roosevelt, was met 
by the biggest audience ever to at- 
tend an NAB session. 

Describing his talk as “the hard- 
est thing I ever had to say,” Mr. 


| Ethridge emphasized that he spoke 


for himself alone, and expressed the 
hope that “if there be those with 


'Gestapo minds who know and like 


ing baldly that} 


ADVERTISING AGE 


Gestapo methods, they will not visit | 


their punishment upon you because 
of bias against me, or in retribution 
for what I have to say.” 

Reviewing his connection with the 
broadcasting industry and his study 
of its operation, Mr. Ethridge de- 
clared that he was convinced that 
the Federal Communications law 
belongs to the horse and buggy 
days, and that the radio industry 
has been the victim of “an outworn 
law and of bad administration.” “I 
have felt that the Commission has 
gone far beyond any powers con- 
ferred in the law and that it has 
been prejudiced and _ frequently 
punitive,” he said. 

Because a majority of the FCC 
had displayed “something akin to a 
psychosis against certain people 
and certain interests in the indus- 
try,’ and has never been able to 
formulate a policy defining what 
place radio was to have in the eco- 
nomic and social structure, he said, 
he proposed an impartial study to 
discover what type of law would 
serve best, what changes in the law 
would clarify its administration, 


‘and how the industry itself could 


be brought to a better understand- 
ing of its own future. 
industry was born of regulation, he 
asserted, and if there are restraints 
of trade, the government has been 
aware of them for many years; if 


The radio |! 


Makes people LOOK 


because it’s edited to compel attention ... 


Makes people BUY 


because it’s powered to sell by the biggest 


Sunday advertising medium in the country 


800.000 nation-wide circulation among substantial, active families 


concentration in your biggest market, New York, where bigger sales 


opportunities demand more intensive market coverage ... low 


parative cost... get the facts today. 


com- 


Che New York Simes Magazine 


there are monopolies, “the govern- 
ment has made them, frequently by 
granting licenses to favorites.” 
Declaring that the present is the | 
worst possible time to take the in- | 
dustry apart because “the most im- | 
portant job for all of us is to beat 
Hitler and next to the military 
forces there is no more important | 
|instrument in doing that than) 
radio,” he continued: 
“I firmly believe the President 
was deceived as to the extent of | 
radio’s ills and almost betrayed in | 
not being told the divisive possibili- 
ties of the sort of fight which was 
being invited. If that fight comes, | 
he must blame the majority of the 
Commission which insisted upon it. 


Charges Bad Faith 


“I did not want to see the fight. I 
felt it was tragic. When the Presi- 
dent asked me to make a study and 
assured me that Mr. Fly would wel- 

|come it, I was glad to undertake it. 
(It turns out, of course, that Mr. 
Fly did not welcome it.) ... I soon 
discovered that there were no insol- | 
uble problems. ... I felt that the | 
first gesture of good faith should | 
come from the government, because | 
I discovered sO many gestures of | 
| bad faith had come from the gov- 
ernment... .” 

| Declaring that he has never de- 
fended the status quo and that there 
are many situations that call for 
| change, Mr. Ethridge insisted that 
by and large radio operators have 
shown a willingness to take their 
chances with the most stringent sort 
|of government regulation if they are 
|assured of two things: 1, that the 
| regulation is honest and intelligent; 
2, that what is done is not done to 
produce chaos, or to further an 
eventual taking over by the govern- 
ment, but in pursuance of sound 
policy. 

“Personally,” he said, “I do not 
believe you will have that assurance 
until the President and the Con- 
gress jointly enunciate a policy un- 
‘der which the Communications 
Commission shall regulate—a policy 


| 
| 


| 


take in the minds of anybody. I 
should like to see a new Commis- 
sion, perhaps of three men, 
hedged about by safeguards that 
| members of Congress or radio oper- 
ators or anybody else who ap- 
proached them to suggest disposi- 
|tion of licenses, except in 
hearings, would be put in jail. I 
shoud like to see full and fair hear- 
ings where substantial interests 
|}are involved, the right of review 
j}and the assurance that the vague 
standard of public interest is not to 
be used arbitrarily to express and 
enforce personal predilections. I 
should like to see the SEC or the 
NAB given the right to intervene in 


/}connection with applications. I 
should like to see that section of 
the act as to fairness of the air 


strengthened. I should like to see 
| the industry itself assume a greater 
degree of self-regulation and make 
a more enlightened approach to 
public service programs.” 


Rules Criticized 


Turning to the monopoly report 
itself, Mr. Ethridge declared that he 
has always favored its prompt issu- 
ance, “but that it not be issued with 
rules and regulations until the 
industry had been given an opportu- 
nity to study the rules and regula- 
tions against their practical operat- 
ing experience. . . 

“I am not excited about whether 
Columbia should give up some of 
|} its option time; I am not excited 
about whether the Red and Blue 
should be separated; I have no feel- 


so | 


open | 


ing against Mutual.... 

“What I am excited about is tha’ 
the very way in which the repo; 
was issued raised a question of th: 
good faith of the invitation to m 
to make the study. I know t! 
President issued the invitation 
good faith. But there has been 
breach of faith, and I am perfect 
certain that it can be pinned d 
rectly upon the Commission majo 
ity.’ The “disingenuous metho 
by which the FCC seeks to accon 
plish its purpose, its effort “to 1 
make radically the system which 


/has set up itself,” and its trans! 


of a latent power “which has ne\ 
been abused, but jealously guard 
by the industry, to itself, where 
may be abused,” also came in { 
condemnation. 

Standards May Fall 


While he admitted that nob« 
can speak dogmatically about 
effects of the new regulations, \\ 
Ethridge asserted that it is m 
than probable that they will low: 
rather than raise, program stan 
ards. “To my mind,” he said, “t 
Commission has embarked upon a 
continuing process of adjustmet 
that will lead us sooner or_later to 
the easy solution of having ti. 
whole thing taken over. The chair- 
man of the Commission has deni od 
that this is his intent and of course 
he speaks in all good faith, but peo- 
ple who set houses on fire fr - 
quently have no intent to do so. 

“In fairness I must point out to 
you the chairman’s statement of 
yesterday that he is willing to sit 
down with responsible representa- 
tives of the industry to discuss the 
implementation, the timing and the 
procedure in connection with the 
rules and regulations. I venture the 


| personal comment that the offer is 


equivalent to asking you whethe: 
you want six or eight pallbear« 


|and whether you want to be cre- 


mated or put under ground. 

“My sole purpose in accepting a 
commission to review the status and 
needs of American radio was to lay 
a basis for discussion in which both 


|the industry and government could 
so clear that there can be no mis- | 


participate and out of which a new 
orientation of radio law and prac- 
tice could emerge. I had, I felt, 
made considerable progress toward 
securing from the industry sugges- 
tions for change which would not 
only cure situations complained of, 
but considerably advance the statu 
of radio as an instrument of public 
thought and national service. But, 
that work has been destroyed not 
only by the text and tone of the 
Commission's order but by the evi- 
dent determination of the Commis- 
sion by precipitate action, to fore- 
stall the expression of views by an) 
other agency. 

“However, the introduction of the 
White resolution in the Senate yes- 
terday provides a broader and more 
public forum in which can take 
place the very discussion and de- 
liberation which the industry and, 
I believe, the public regard as es- 
sential. I therefore have decided to 
stand aside as an individual and to 
recommend to the radio industry 


/and to the public which has a vital 


interest to be served, that the Wiite 
resolution be supported by every 
proper means.” 

President Miller adjourned the 
meeting quickly, after giving \ 
routine announcements, _ tht 
precipitating even more exc le- 
ment. Chairman Fly of the FCC, 
who had sat not more than ten [eet 
from Mr. Ethridge all through the 
indictment, and who took cop ous 
notes, was under the impr n 
that he would be given an op} 
nity to answer the charges h 
in his direction. 


“Ask your Agency 
to ask the 5 
COLONEL!” _\S«7 


FREE 


7 Exclusive 


WGR 


WKBW 


Columbia and Mutual 


BUFFALO _ 
& PETERS, IN 


National Representati 


ae pes ee E rae =. ae ah tant hi f a py Eee Nee " Oke 2 = Rie amin +¥, - y yaa 5 eee Se Po eT i BE A Dat te Si Due nee : Peo, ars a a ae : . ; oes pike % - 
es tC 
” | 
abl r a & 2 
—— 
Be 2 Cat 
co 
a 
eos 
Res 
5 ee 
+ 
ie ae 
é 33 \\ 
Sa oa 4 
he i in © | 
; : a ¢ ee 
= ; = | 
. is Guia 
es | eee 
’ 
_ 
fie 
- : ii eee 
ny Bes a —_— 
3 sss I 
se 
2 cd * j % 
ieee 5 ep 2 a 
\ ty See EZ” 
a . eo 
oo og 1. Ww im P ! ; 
a “ig! i 4 : ee y > 
a % x 2 \, / & 4 7 “y ¢ PO 
se 4 fk Sol” 
= . ~ Vee oe 
. ag ¥%! 4 
a> Oa ™ & . a og ~** 
. s rooN ra mo % 
ay = NS ~— ae 
; bs yi me a4 
ss ag = 
“Fa oo ” & 
eo es i ee ‘ 
oo oe 
ai Room he ” bs te ; . 
a ‘ 
r. o 
a F ee ea ae en NER MT a NR NR RE RR 
rare 
if og ” iis 
4 a ‘ ier ge o® 
eo 7 hea ¢ 
F . . 
io ere 
A, t 
reas , 
: a . 
— ie . ard) 
1 : $4 iil aan ; ee a va 
tS ae A a . 
Bee Se ee Fs i ae 
bad m  ihgaae Be - 
\ 
: (OR A TTT EA A A RRR RR a 
a oe 
i : 
: ee 
; j ee 
% s 
. ee | YY 
4 &. ee 
, “MA 
> 
" ee 
-. 
* — 
* ea RR RE I TT TT TT A TS 
4 
] & 
be. tpler Fe ra lg ay cali, gerert. - ct ia ; Beate Mo : Saat an Raf ie aoa es: bs a 3 »"% . BT os Wag -, eee a a: ites ah tm a oa " 
— ia tt ‘F Chap Sl ag POT Foe tay es a, Ta ah Es ae tb BP ey ede Rt ogee | pee eet | a ae. ert Were aie ee SN ee et one 4 +6 roe 
- ; i ’ ot eee Ber fe Oy oa A Ey ; ee es ee gets Se Sie re pa : & a Phas ate rs. we. oe ? ae ee ee Ae BAe a et ae 
4 lisp Aa e Pa oe Z de at Z i f: : eee nn, See es r a , : 7 ae es ine, mJ ‘ a a, /s “oe 


May 19, 1941 


LION 


SS NPB ORR nN 


SOS OLE PT a 


Some questions and answers about networks presented in the 
technique of our good friends and clients, the J. B. Williams Company 


1. TRUE OR FALSE? 

Q. The Blue Network covers the entire United States equally 
well, regardless of population and distribution of wealth? 
FALSE! 

A. The Blue concentrates its coverage in the Money Markets, 
where the nation’s buying power is greatest. 

2. TRUE OR FALSE? 

QO. The NBC Blue Network comprises 99 stations? 
FALSE! 


A. There are 30 on the Basic Blue plus 69 Blue Supplemen- 

taries, p/us 55S other stations available by special arrange- 
ee . . . ” 

ment for saturation coverage from within’ —a total of 

154 stations. 

TRUE OR FALSE? 


. The Blue and its major competitors have approximately 
the same system of discounts? 


FALSE! 


A. The Blue not only gives the normal volume discounts and 
annual rebates, but through its unique system of Blue 
Plate Discounts allows an advertiser to expand his net- 
work with savings up to 20°: 


28 


. Thus, the advertiser gets 


No program is more indicative of the Blue’s success with low- 
cost, high-interest shows, than the J. B. Williams Company's 
own ‘*True or False’’ program, heard over the Blue Network 
from 8:30 to 9 Monday evening. 

In two vears ‘“True ot False’’ more than doubled its listening 
rating—rising from 5.6% in January 1939 to 12.1% in March 
1941 without the use of ‘‘big names’’ or “expensive’’ talent. Its 
rating throughout each month of 1940 was higher than the 
corresponding month of 1939. And each month of 1941 has 
similarly topped the 1940 records. 


As tor sales results—take a gander at this! A recent survey 


. , 
nationwide coverage at a cost per listener that can t be 
matched. 


4. TRUE OR FALSE? 


0. 


. For as little as $24.56 per Blue station, for an evening 
half-hour (or for three daytime quarter-hours) you can 
blanket such important markets as Los Angeles, Denver, 
‘Tulsa, Atlanta, New Orleans and \iiami? 


TRUE! 


. The Basic Blue (30 stations) costs $3,960 or an average 
of $132 per station. Because of the Blue Plate Discount 
the 69 other Blue stations (with a card rate of $3,768) 
cost only $1,694.88—- $24.56 per station. Thus you can 
actually blanket Los Angeles or Miami for less than it 
costs to blanket your own bed. 

Note: All of above costs are net on a 52-week basis. 

TRUE OR FALSE? 

Dollar for dollar the Blue adds up to the best buy an 
advertiser can make? 


DARN “TRUETING” IT'S TRUE! 
‘The Blue enables advertisers to do a national advertising 


job at the lowest cost of any medium entering the home. 


made by Hooper in 29 cities showed that the percentage of 
Williams users among listeners is almost double the percentage of 
Williams users among non-listeners. And although Willams 
trailed a competitor among non-listener sales, it leads that 
same competitor and all others among ‘“True or False’ listen- 
ers. Striking proof once again that the Blue provides sa/es thru 
the air with the greatest of ease. 

(Did you get your copy of our booklet ‘True or False’’ ? 
If not, please call us. We'll be glad to send you one. ) 


NATIONAL BROADCASTING COMPANY 


A Radio Corporation of America Service 


HOT months for radio advertising! | his summer is going to be 


the Good Blue Summertime. More listener 


to spend; more /istening ; lower cost per thou and 


; with more money 


istener 


Write for our presentation on Summer Broadcasting 
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ger and attorney, Employers’ Lia- 

Suggests Insurance bility Assurance Corporation. Par- 

ticipants in a round-table discus- 

. s 'sion were William M. Churchill, 

Field Use Retail Associated Aviation Underwriters; 

| Harold J. Graham, Hartford Acci- 

a a dent & Indemnity Company; and 

Sales Princi les Harry K. Schauffler, National Board 

p of Fire Underwriters. 

— “There seems to be no reason why 

Basic Ele ments the the sale of the commodity called in- 

° surance should be exempt from the 

Sa me, Hollister Tells simple merchandising principles 

| which insurance men see operating 

Conference | about them whenever they step out 

. : of character as insurance men, into 

New York, May 15.- Application | their consumer clothes and into a 

of retail merchandising principles to | »etaj] store,” Mr. Hollister observed. 
the insurance field was recom-| : . : 
mended before the spring meeting Lists Basic Demands 

of the Insurance Advertising Con- The basic elements needed to 

ference today by Paul Hollister,| cater to consumer demand, he 

vice-president, J. Stirling Getchell,| pointed out, include a variety of 

who ventured the prediction that) styles, sizes and prices; courteous 

some day retail stores and super-| treatment, “clean service,” and 

markets may feature an insurance | “display of everything you have to 

counter “like the assortment dis-| offer within reach of the custom- 

play of a notions department.” er’s own verifying eyes and fingers.” 

On the program with Mr. Hollis- “All these principles control the 

ter were B. C. Goss, business editor, | balanced operation known as mer- 

Newsweek: H. L. Peckham, Ham-_| chandising, whether the commodity 

mermill Paper Company; and E. C.|be a motor car, a piano, a face 

Stone, United States general mana-' cream or a Fuller brush—these and 


NBC HONORED AT PULITZER COCKTAIL PARTY 


Among guests at the cocktail party given NBC by Joseph Pulitzer, publisher of the St. Louis Post-Dispatch, during the 

St. Louis NAB convention, were these: (at left) standing, Ken R. Dyke, director of promotion, NBC; Keith Kiggins, NBC 

Blue network sales manager; Easton Wooley, NBC station relations; Edgar Kobak, NBC Blue vice-president; seated, Rus 

David, music director, KSD, St. Louis; in center picture, Mrs. William Scripps; Mr. Scripps, publisher, Detroit News, and 

owner, WWJ; at right, Ralph Coghlan, St. Louis Post-Dispatch; W. S. Hedges, NBC vice-president; Neville Miller, NAB 
president; Harold Hough, WBAP, Fort Worth, Tex.; and George Burbach, St. Louis Post-Dispatch. 


many more as obvious to you all 
every time you go shopping.” 

Mr. Hollister emphasized, 
ever, that point-of-sale merchandis- 
ing cannot be applied to insurance 
selling until the public has been 
made more conscious of the need 
for insurance. To overcome this 
lack of public understanding, he 
suggested a long-range program of 
education “which should prove for 


how- | 


the future of the industry itself, the 
soundest possible type of insur- 
ance.” 


Urges Simple Demonstration 


As a phase of the educational 
campaign, Mr. Hollister suggested a 
public museum for the “simple, 
case-history demonstration of what 
insurance is and does, and why it 
is essential” and also recommended 


“CHARLIE, you're absolutely right. You want 
to reach people who like to taste it as it goes 
down, people who appreciate good liquor, who'll 


pay a little more tor Old Whimsy, why 


The reason there's no profit, Ad, is because the 


competition's terrible—it's cut and cut 


Yep, cut and cut—price and throat. Now on this 
list for Old Whimsy 


On this list for Old Whimsy, Ad, we got to 
reach people who appreciate a quality liquor like 
Old Whimsy 


cheaper stuff. | see you've got Liberty down for 


at practically the price of the 


a flock of ads, 1 think you ought to 


Now wait a minute Charlie, Liberty's a natural 
tor Old Whimsy! Why, Liberty reaches one out 


of every four families making over $2000 a year; 


“There's no profit in the gulp trade, Addison...” 


Liberty's readers are younger, they live in the 
bigger towns, 90.107 of their circulation goes 
into the 850 markets that account for 87°/ of 
all retail sales. This is a greater percentage of 
circulation than any other multi-million maga- 
zines puts here. And furthermore—” 


“Addison! I'm trying to tell you! I think you 
ought to run MORE ads in Liberty! Tell me the 
figures some other time. From our own salesmen 


I can give you the facts. They want Liberty, the 


dealers want it—56°7 of 


mended Liberty. And yourown figures show it's the 


best buy in the business, just like Old Whimsy.” 


Okay, Charlie, then why don’t you give me two 


bits a case more and do a real four-color job?” 


Maybe I will, Ad, but first let's sell more whiskey 


with Liberty Na 


i800 dealers recom- 


LIBERTY 


PEAK 


IMPACT AT THE 


AD LIBB SAYS, “it's all ght 
by me if the chent makes a 
Park Avenue product — prowd 
ing he sells it on Main Street 


that insurance offices display what 
they have to offer “in terms 
consumer can grasp, fit himself into, 
want, and pay money for.” 

To prove that the public is inter- 
ested in insurance—but “nowhere 
near interested enough’”—Mr. H»|- 
lister cited Starch observation 
studies which showed that of 36 
classifications of advertising, acci- 
dent and life insurance ranked 11th, 
and fire insurance, 23rd. In actual 
readership studies, however, acci- 
dent and life insurance jumped to 
fifth place, and fire insurance to 
ninth place. From this, Mr. Hollis- 
ter deduced that “there is in the 
story to be advertised in all forms 
of insurance a powerful element of 
basic human interest.” 

If the insurance business could 
“establish a new record in solidar- 
ity” by undertaking an educational 
campaign, Mr. Hollister concluded, 
“the instrument of communication 
known as advertising would deliver 
its message far, wide and cheap, as 
it has the message concerning those 
other commodities which are more 
and less interesting than insurance.” 

Mr. Peckham, who claimed that 
direct mail advertisers often waste 
money by using expensive papers 
for throw-aways, by improperly re- 
lating display to copy and by care- 
lessly selecting paper and_ color 


‘combinations, suggested several] 


methods of saving money: planning 
of direct mail over a period of six 
months or a year to enable econom- 
ical purchase of paper, combination 
of runs and elimination of waste: 
considering paper as a “medium of 
the message” when selecting it and 
also taking into account the type of 
printing to be used: and continued 
use of an idea that has proved its 
worth “till it shows signs of bog- 
ging down.” 


List Awards at 
NAB Promotional 


Material Exhibit 


St. Louis, May 15.—An exhibit of 
the promotional material of approx- 
imately 100 stations featured the 
meeting of the National Association 
of Broadcasters here this week, 
With 275 panels being displayed 
The exhibit was arranged by a com- 
mittee headed by Howard O. Peter- 
son, promotion manager of WOW, 
Omaha. 

Six awards and one_ honorable 
mention were given by the con - 
tee of judges, as follows: 

Trade paper advertising, WABC 
New York; direct mail, WIBW, To- 
peka; special events and } ( 
service material, WAAB, Bost 
station-backed promotions; KMOX 
St. Louis; program presentations 
KNX, Los Angeles; house 01 
WOW, Omaha. KXOK, St. 1 
Was given special mention f 
material in the special actiy ties 
section. 

Judges of the competition 
Jack W. Laemmar, Lord & T! as 
Chicago; Carlos Franco, You X 
Rubicam, New York: Bern: 
Prockter, Biow Company, 
York; Tom Lynch, Wm. Esty & © 
New York; Oscar Zahner, Rut 
& Ryan, St. Louis; and C es 
Gardner, Gardner Advertising : 
pany, St. Louis. 


Walker and Company, D*: 
outdoor advertising, has ap} 
Alan B. Hendry as sales pron 


manager. 
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Hollywood’s Famous 
Hopkins Twins 


'Which is Which? 


SIX 


: VIRGINIA AND MARIAN HOPKINS are identical twins. Well, almost J 
c identical. Of course, there is a way of telling them apart, but you § 
7 have to know the system.” 

Markets are like that, too. While they often look alike you can 
7 tell the difference when you use the Media Records system. Take J 
America’s ten largest cities for example. In nine of them evening [J 
newspapers get the lion’s share of general Grocery linage. The 
7 exception? Los Angeles! In this paradoxical city, a morning 
" newspaper—the home-delivered Los Angeles Times—is out in 
front. Leads the largest evening newspaper six days against six, 


the second morning paper, 
seven days against seven. 7 ee | 
= _ Represented by gun 
hour " nyse nye id if _— a Williams, Lawrence & Cresmer 
mole there, you now she’s not Virginia. 
NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO 
edt 
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URGES UNITY 


Neville Miller, president of NAB, urging 
members to face current problems with 
united front. 


Seriousness Marks 


NAB Opening; Term 
of Miller Extended 


St. Louis, May —President 
Neville Miller of the mb Asso- 
ciation of Broadcasters opened that 
organization’s 19th annual conven- 
tion here this morning on a serious 
note, in which he asserted that the 
industry has never before faced 
such serious problems—‘problems 
which, if not solved correctly, may 
mean the end of broadcasting as 
we know it.” 

“I would be remiss in my duty,” 
he said, “if I did not emphasize 
the fact that the preservation of a 
free radio is of the greatest impor- 
tance to our democracy—that a 
serious division in the ranks of 
broadcasters is bad enough in nor- 
mal times but today in the face of 
our present problems such a divi- 
sion may be the first of a sequence 
of events which will prove destruc- 
tive not only to the American 
system of broadcasting but ulti- 
mately to the freedom of radio, to 
freedom of speech and to freedom 
of the press. 

“Therefore, I urge 
you the profoundest 
of which you are capable, I plead 
with you to analyze and appraise 
these critical problems in terms of 
the effect upon our country in this 
period which is the most critical 
period it has ever faced—in terms 
of the effect upon the industry as 
a whole and lastly in terms of the 
effect upon your 
tion. Enlightened self-interest de- 
mands that we think on a _ broad 
basis of industry preservation and 
not upon the limited approach of 
temporary individual advantage.” 

These words were in. striking 
contrast to that portion of his 
formal report, printed in advance, 


upon each of 
introspection 


which asserted that apart from the | 


role it played in the music contro- 
versy and in the establishment of 


Shores 


1,000,000°° 


IN PLUS SPENDING POWER 
EACH WEEK IN MILWAUKEE 


Factory payrolls up 39% in 
Milwaukee County! — Retail 
sales up 17%! Reach this 


plus market economically with 
3.234.300 weekly taxiposter ad- 
circulation! Write 
Whaley Co. Wash- 
Louisville, Ky. 


Vertising 
Wm. E. 
ington Bldg. 


WHALEY 


individual opera- | 


Broadcast Music, Inc., the greatest 
single factor in the advancement of 
the field during the past nine 
months “has been the realization 
by broadcasters that they could no 
longer afford the luxury of internal 
warfare. The skeptical, who have 
often repeated that broadcasters 
would never approach a_ problem 
as a united industry, and those who 
in the past have been successful in 
the pursuit of a policy of divide 
and rule, have been sorely disap- 
pointed.” 

Mr. Miller’s opening report fol- 
lowed a session of the NAB board 
last night at which he was given 
a vote of confidence and his term 
of office was extended to July 1, 
1944. This action was interpreted 
generally as a direct answer to the 


management of Mutual Broadcast- 
ing System, whose chairman, Alfred 
J. McCosker of WOR, New York, 
had criticized Mr. Miller for his 
communications to member stations 
in connection with both the FCC 
monopoly report and the MBS- 
ASCAP deal, which was closed here 
Sunday night. 

Membership in the NAB totaled 
547 as of May 1, the annual report 
of C. E. Arney, Jr., assistant to the 
president, revealed. This is an 
increase of 87 since the 1940 con- 
vention in San Francisco. 

The station membership repre- 
sents 63 per cent of all operating 
commercial stations in the country. 
Of the network affiliated stations, 
369, or 75 per cent, are members, 
and of the independents, 140, or 44 


per cent, are members. A further 
breakdown showed that NAB mem- 
bership includes 75 per cent of all 
NBC affiliates; 85 per cent of all 
CBS affiliates; 70 per cent of all 
MBS affiliates; and 67 per cent oi 
all newspaper-owned stations. 


Ed Kirby, NAB director of public | 


relations, who has been loaned to 
the War Department as chief of the 
radio branch of the bureau of pub- 
lic relations, asserted in his report 
that “there is immediate need for 
considering call of a second, but 


different, NAB convention in the! 
months of June or July, to which 
management should _ send those | 


responsible for programs, for news 
and special events broadcasting, in 
order that these specialists will 
have an opportunity to exchange 


— 


and establish programming an 
news policies, commercial and sy 
taining, needed in the emergen 
we now face.” 

Four amendments to the NA 
| by-laws were adopted at the ope, 
ing session without dissension. ©; 
provided that hereafter the me; 
| bers will vote for the next conv« 
| tion city instead of leaving the m: 
ter to be decided by the boa 
|}another made technical changes 
ithe nomination and_ election 
|directors at large; a third resca! 
the dues structure so as to elin 
nate gaps between the brackets: ; 
the fourth made a number 
|'changes in the boundaries of the 
districts into which the associat 

is divided. Convention registrat 
are over 1,000. 


SPOKANE BANKS SET NEW RECORD-—Deposits reach 


$93,105,375." 


*—Those are the headlines which attract the atten- 


tion of Joseph Baily (left above), President First National Bank 
and E. K. Barnes, President of Spokane Clearing House. 


THE SPOKES 


MORNING 


SPOKANE POSTMASTER —Will H. 


Simpson (below) examines records which show 
Spokane postal receipts Ist quarter 1941 are up 9.14% over 
1910, reaching total of $291,859, for Ist 3 months 1941. 


a 


AMAZING GROWTH —3t Spo- 


where 100 buildings were crected 
in 29 working days. 


kane’s Sunset field cantonment 


4 Pi yi 


“ 


M] > 
FRU AN a8 hed Ni is \ 
rr 


RACING FLOODS-—— Above—New bridge at Kettle Falls whic! 


replaces similar bridges too low for the rising backwater behin! 


Grand Coulee dam. 


-REVIEW 


SUNDAY 


Combined Daily Circulation Ove: 


Advertising Representatives —JOHN B.WOODWARD, Inc.— New York-Chicago-Detroit-Los Angeles-San Francis<0 
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ing disclosure by the Federal Re-, posed power over the installment possibly outweighing attendant 

Federal Reserve serve Board of a study of “time field, automobile financing is ex- evils. While home _ construction 
buying” problems. pected to be the initial field sub- competes to some degree with the 

The Board is seeking an okay jected to Federal regulation. Board defense program for labor and ma- 

Sa k C { | f from President Roosevelt and Price experts believe down payments terials, as does the auto industry, 
ae b) on rd 0 Administrator Leon Henderson to should be increased to more than housing shortages in many areas 
ask Congress for legislation grant- | one-third of sale price and time al- sre a direct result of defense ef- 

| . \ing it authority to regulate the in- lowed for paying off the balance forts. 
nsta ment uying stallment business. The Board should be reduced from the present 
I 


; asenee e waor Urge Permanent Basis 
10pes for power to set minimum 18-month average to about a year. 


, ay sy ime li for sti > ying ‘ivate ‘ ts yhich the Federal 

* |down payments and time limits for Installment buying of private Products on whic 

Powers Asked on Basis paying off the balance. homes is considered by the Board as Reserve Board would like to be 
atall ina’ : the second-ranking problem. Even able to exercise credit regulation in- 

of Time Buying Study Auto Financing First though the Board gets the new reg- clude durable consumer goods, most 

Just Made According to the study made by ulatory powers, however, they may of them relatively expensive. Radio 


a staff of experts headed by Dr. Carl not be used in the construction field. receivers, furniture and refrigera- 
ashington, D. C., May 14.— Parry, the Board feels that it is the Aside from probable conflict with tors are included in this category. 


Government control over install- logical agency to control install- other government agencies which Federal Reserve control over 
met selling, as a necessary de- ment credit in view of similar credit seek to encourage home building by installment selling, while sought at 
fen measure to prevent inflation control powers already exercised in offering financing assistance, Fed- this time because of defense com- 
and conserve industrial resources, the banking and monetary fields. eral Reserve officials view the so- plications, is regarded as advisable 


was foreseen here this week follow- If Federal Reserve gets the pro- cial benefits of home ownership as by Board experts even after the 


ese 


ei ail 


ARMY PLANES — Runways, hangars and other facilities 


are being rushed 


to completion at Spokane’s Sunset 


airpert for scores of bombers beginning to arrive. 


_— - 


COULEE READY — Dam which will become world’s largest SPOKANE'’S FORT GEORGE WRIGHT — Headquarters for 
source of electric power starts functioning March 22, 19141, as nation’s “Second Air Force’? with supervision over IL western 
engineers turn on power from two 10,000 kilowatt generators. states, and the center of inereasing activity. 


b 


CAR SALES UP! ——W. HL. Murgittroyd (left above) takes de- STORE SALES UP! — Spokane’s Department Store Sales 
livery of new Chrysler Windsor 5-passenger sedan from C. E. Jan.-Feb. 1941 jump 12% over Ist 2 months 1910, Federal Reserve 
Lolnes, Sales Mer. It is one of 2,579 new cars sold in the Spokane Report. Interior of busy Spokane store shown ahove 


arca in January-February 1941—Gain 31.5. 


‘. 
~ ~ y 


cle 


‘ ‘ 


EVENING 


- 4120,000-- An All Time High! 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 


emergency is over. They point out 
that credit control can be used to 
minimize business fluctuations. In 
good times, they say, a boom is 
sped by consumers who take ad- 
vantage of liberal installment terms. 
During depressions, consumers are 
so burdened with time payments on 
merchandise acquired in happier 
days that they cannot contribute 
their normal share to purchasing 
power, thus accentuating the decline 
in the business cycle. 


Advertisers in 


Use of Slogans 


Washington, D. C., May 14.—Un- 
cle Sam's version of John Bull's 
“Thumbs Up” as a rallying slegan 
will be “Keep ’em Flying,” accord- 
ing to War Department plans. Ad- 
vertisers are being asked to use the 
phrase, along with “Let’s Go, 
U. S. A.” the alternative slogan. 

Announced purpose of the slogan- 
eering is to insure an _ increasing 
flow of recruits for the Army Air 
Corps, but War Department officials 
hope the phrases will “catch on” 
with the public and become the 
modern counterpart of “The Yanks 
Are Coming” of World War I and 
“Remember the Maine” of the 
Spanish-American War. 

Lt. Col. Harold N. Gilbert, chief 
recruiting officer for the Army and 
author of the slogans, declared the 
response from a preliminary test 
was “enthusiastic.”” Trade associa- 
tions and publicity firms, as well as 
advertisers, are being asked to co- 
operate in popularizing the slogans. 
The Army will also use them in its 
own promotion, 


2) . 

Washington News” 

Cuts Price to Two Cents 

The Washington Daily News, 
contrary to the general trend in 
newspaper prices ever since news- 
print costs went up, has reduced its 
per-copy price to two cents an issue, 
or ten cents a week for six papers 
delivered at home. All other Wash- 
ington, D. C., dailies retain the 
standard three-cent price. 

The News, a  Scripps-Howard 
paper and a tabloid, sold for a 
penny in its early days. For many 
years, the price was two cents, but 
several years ago when other local 
papers raised the price from two to 
three, the News did likewise. 


Ever Ready Label Pays 
20°/, on Employe Bonds 


Sidney Hollaender, president, 
Ever Ready Label Corporation, New 
York, has announced to his em- 
ployes that he will pay 20 per cent 
toward the purchase price of U. S. 
defense bonds. He will also finance 
the balance on a 30-payment plan. 

All of the company’s employes, 
numbering 170, have subscribed for 
bonds totaling $6,000. 


Joyce Seven Up Appoints 

Joyce Seven Up, Joliet, Ill, has 
appointed Needham, Louis’ and 
Brorby, Chicago, to handle its ad- 
vertising. Outdoor posters will be 
used. Melvin Brorby is account ex- 


41,000 


CLEVELANDERS 
“CAME THROUGH!” 


I. THINK every American school 

room deserves an American flag! 
lhat’s why, on May 10th, we staged the 
program “Old Glory for Young America,” 
one of the most pe tent radio shows ever 
produced locally ...to raise funds for 
placing the Stars and Stripes in every 
public and parochial school in the county. 
It was “May tenth at ten’ when the 
program took the air ..2:47 A. M. 
when, with the sign off, came announce- 
ment that more than 41,000 contributors 
had “come through!” And so, on June 
2nd, when youngsters return to school 
after the Memorial Day week end, Old 


Glory will be at the head of every class! 


WGAR 


THE FRIENDLY STATION + Cleveland 
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The Radio Situation 


Advertisers are properly con- 
cerned because of the radical 
changes in the broadcasting struc- 
ture proposed by the Federal Com- 
munications Commission, and cur- 
rently opposed by most of the 
holders of radio licenses. Their 
concern is based on the fear that a 
breakdown of the present method of 
organizing and operating radio net- 
works would make it far more dif- 
ficult to plan successful use of the 
medium. 

Radio, like other media, is sup- 
ported by advertising, and any 
change in the system of operations 
which would make it attrac- 
tive for advertising purposes would 
reduce its opportunities and lessen 
its ability to render public service 
of the sort which has been char- 
acteristic of modern broadcasting. 

Even assuming that the FCC, 
with its broad authority to license 
and regulate broadcasting “in the 
public interest, convenience and ne- 
cessity,”’ has the power to require 
changes of the sweeping character 
now proposed, it is difficult to 
justify its any-. ground 
connected with the objective of in- 
creased competition which is said 
to be the aim of the Commission. 
On the other hand, it opens the way 
for still further detailed regulation 
of stations, not only in their rela- 
tionships with networks, but in such 
matters as program policies, rates 
and similar subjects heretofore 
held to be outside its authority. 

There may be and no doubt are 
phases of the present broadcasting 
setup which could be improved 
Perhaps greater competition 
through additional networks is de- 
But certainly the present 

working well from the 
standpoint of listeners, radio sta- 
tions, networks and advertisers, and 


less 


action on 


sirable 
system is 
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it hardly seems necessary to destroy | 


it merely in the hope that some 
benefits might be obtained through 
a complete reshuffling of the cards. 
Thus it would seem that the sens- 
ible approach to the problems of 
broadcasting, from the standpoint 
of all interests concerned, would 
be in terms of a modification of 
conditions to which specific objec- 
tion is made, with adjustments 
planned for gradual adoption and 
without violent shifting of 
structural factors. That such ad- 
justments could be made_ there 
seems to be no reason to doubt. 
National advertisers appreciate 
the fact that the great radio audi- 
ence has been built up largely 
through network programs. Both 
commercial and sustaining pro- 
grams broadcast on the networks 
have been of sufficiently high char- 
acter to attract a constantly widen- 
ing audience. Creating artificial 
obstacles to the successful organ- 
ization and operation of networks 
will help nobody—certainly not the 
listeners, certainly not the stations, 
certainly not the advertisers. 
Individual which carry 
considerable local and national spot 
broadcasting business are strongly 
opposed to any move which would 
lessen the effectiveness of network 
broadcasting. They know that chain 
broadcasts have built audiences and 
have helped them to promote in- 
dividual station business. 
Advertisers hope that the FCC, 
instead of trying to ram its new 
regulations down the throat of the 
broadcasting industry, will adopt a 
policy of and 
Modern broadcasting is too impor- 


basic 


stations 


reason conciliation. 
tant to jeopardize through destruc- 
tive improvisations, the full sig- 
nificance of may not be 
appreciated. 


which 


The Kleenex Story 


The 
of the 
used consistently to 


Kleenex is typical 
which advertising, 
promote 


story of 
way in 
sales 
of a worthy product, works to cre- 
ate public benefits through reduced 
and broadened distribution. 
The record of 17 years of advertis- 


prices 


ing, marked by steady increases in 
sales and corresponding reductions 
was 


in price, presented by 


Meyer, Kleenex 


Larry 
advertising 
ager, at the recent Affiliation con- 
Toronto. It was pub- 
week by ADVERTISING 
significant record of the 
made 


man- 


vention in 
lished last 
AGE as a 


social and economic benefits 


possible by advertising 


with large-scale production. 


coupled 


In view of the current criticisms 
of advertising as an economic waste, 
and the great desirability of demon- 
strating how advertising works to 
reduce manufacturing and distribu- 
tion and reduce 
experiences similar to that 
of Kleenex should be reported and 
recorded in the general 
There are other 


costs, hence to 


prices, 


interest. 
many advertisers 
record is similar, and who 
should add to the body of evidence 
now available as to the ultimate 
public benefits of advertising 


whose 


WAA\\ 


ANIMATED DISPLAY WORKS THE TRICK 


r : | r 


—Super Service Station 


“Our gas business has increased approximately 300 per cent since we hired him." 


Ad-libbing 


They Just Can't Wait 

Advertising men are supposed to 
know something about the facts of 
life, but occasionally we wonder 
whether some still believe the stork 
brings babies. 

This observation on naivete was 
inspired by a gem of a picture car- 
ried in the latest issue of “P.D.Q.”, 
house organ of the Phillips Packing 
Company, Cambridge, Md. Ap- 
parently a promotion man had a 
bright idea for dramatizing the 
swell job Phillips is doing via spot 


radio. He wrote a convincing story 
for dealers—and then genius as- 
serted _ itself. He reproduced a 
warm little living room. scene- 
papa, mama, kids, friends all 


grouped about the radio, obviously 


pn OROCE 
ee oeLous 7! 


delighted with what was 
out of the loud speaker. 

And what was coming out of the 
loud speaker? A burst of sunlight, 
gushing forth to carry these breath- 
taking tidings—‘*Ask Your Grocer 
for Phillips Delicious Foods.” 

Can't you just picture your fam- 
ily going into ecstasy over that com- 
mercial—or any commercial? We've 
got as much faith in advertising as 
the next fellow, but to imply that 
listeners sit on the edge of their 
chairs waiting for a commercial 
mister, pul-leeze! 


coming 


Super-Capitalism 


A drug manufacturer sends us a 


printed postcard he has just re- 
ceived from one Sam _ Winston, 
Which strikes us as the absolute 
zenith in high finance Here's 


what financier Sam has to say: 
“Gentlemen: I am opening the 
‘Winston’s 10 Spot Drug Store’ at 
Wichita Falls, Texas, about May 
15, 1941, at 209 E. Scott St., P. O. 
Box 1551. . . I have had about 20 
years experience in this locality, 
managing and operating drug 
stores, being a registered pharm- 
acist myself. As an advertising 
proposition, I am asking that you 
and others make a donation of a 10 
Spot or your check for $10.00 for 


which my store gets its name... I 
intend to give prominence and ad- 
vertise all such articles and to make 
it worth your while. Your company 


spends much more than this enter- 
taining various customers and will 
get as good a result from it. 
When answering this request en- 
close with your 10 Spot or check for 
$10.00, a self addressed and 
stamped envelope so that I can 
acknowledge all donations or any 
kind of merchandising, sent directly 
to the officers of the firms, or those 
that are responsible for any kind of 
donations, such as the above re- 
quest. May I have an early reply 
from you, in anticipation of a long 
and pleasant business relationship,” 

He’s picked a mighty pleasant 
way to go into business, don’t you 
think? 


Report to Employes 

There has been much comment of 
late on annual reports, reports to 
the public, reports to employes, etc., 
and it begins to seem as though 
1941 reports will be in circulation 
before this department gets through 
commenting on those published in 
connection with the year 1940. 
Nevertheless, we want to tell you 
about the simple, vest-pocket size, 
eight-page self-cover “report to 
employes” which the Illinois Cen- 
tral suburban service has _ just 
issued. We want to tell you about 
it because, while other reports we 
have seen are much more likely to 
retain a place in the employes’ 
archives, we have yet to see one 
which is quite so likely to be read 
when it is received. 

Our copy estimating expert isn't 
at hand (only the typewriter slaves 
turn out their stuff in the middle 
of the night), but we'd guess that 
there aren’t more than a few hun- 
dred words in the whole report. 
Yet it tells everything the average 
employe wants to know, it dresses 
the whole thing up with simple 
two-color cartoon illustrations, and 
somehow, from the very brief state- 
ment by the president at the begin- 
ning to the “interesting facts” on 
the back cover, it manages to get 
across a feeling of friendliness and 
all-for-oneness that more elaborate 
and more pompous reports often 
lack 

While we're on the subject of re- 
ports, we also want to deliver a pat 
on the back to the United States 
Life Insurance Company in the City 
of New York, for a statement of 
operations which is simple and yet 
unusually attractive. The report is 
a two-fold folder, and what makes 
it so attractive is the pasting on the 


folder of three Tom Thumb vol- 
umes of eight pages each. The 
three together contain “thumbnail 


sketches of American history, 1849- 
1941, together with a few anecdotes 
about your company's activities 
throughout the 91-year period.” 
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Advertisers 


The following documents may 
secured without charge from 
panies sponsoring them, or thr 
ADVERTISING AGE, by any nati 
advertiser or advertising ag: 
|executive writing on his bus 
| letterhead. 
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'No. 1808. Hot Months for R 
Advertising. 
| Radio listenership during J 


July and August is the subje 
this new study issued by the 
jnetwork of National Broadcas'ing 
|'Company. It discusses 1941's ay ajj- 
able summer audience—the num be; 
of radio homes, automobile ra jios 
and extra sets, including porta les 
|and midgets—and the actual a idj- 
ence, covered by figures’ trom 
“Urban Radio Listening in the 
| U. S.,” published by NAB, CBS and 
NBC. 


No. 1809. Rhode Island Industry 
and National Defense. 


The Providence Journal-Bul!ectiy 
has issued this analysis of defens: 
lactivity in Rhode Island, which in- 
cludes a breakdown of direct minu- 
facturing contracts, construction 
and training projects and estimated 
sub-contracts for ten months ending 
March, 1941. Tables give monthly 
figures for the same period to show 
the gain in employment, payrolls 
and retail sales, and a similar table 
shows the circulation increase of 
the daily Journal-Bulletin and Sun- 
day Journal. 


No. 1810. Analysis of Grocery Ads 
in Weekly Newspapers. 

Western Newspaper Union offers 
two reports: one on the frequency 
|of incidence of flour items, and the 
other on the incidence of coffee 
items in local grocers’ ads in coun- 
try weeklies. Both studies are based 
on analyses of ads in papers on 
eight different geographical lists of 
W.N.U. An interesting point is the 
frequency of appearance of brands 
not nationally advertised. 


No. 1802. The Psychology of Color 
and The Symbatiam of Color. 
General Printing Ink Corporation 
has issued two new folders, one 
dealing with the symbolism and thi 
|other with the psychology of colo! 
Both help to suggest the use of 
certain hue for a given purpose 


No. 1790. Seeing is Believing. 

In this new sample book, Kim- 
berly-Clark Corporation lets Tru- 
fect, Kimfect and Multifect Level- 
coat papers do their own selling jol 
which they do effectively by show- 
ing how they send off an advertise- 
ment’s appeal. The three paper 
form the pages of the plastic-boun¢ 
brochure and carry illustrations © 
many types of subjects in variou 
reproduction processes. 


No. 1726. How Rural 
Spends Its Money. 
Curtis Publishing Company hé 
issued this booklet, which contal! 
highlights from Curtis’ analysis 
the United States Consumer Pu 
chase Survey. Figures show 
percentage of expenditure for Vv* 
rious product classifications in ' 
upper and lower income group: 
and in a tabulation of buying pow 
indices, Country Gentleman rea 
ers’ average is compared with © 
national farm average. The book" 
also contains a circulation reco! 
by county, showing the aver 
value and average gross income P 
farm. 


America 


No. 1787. What are the Bes! Do 
to Advertise in Cincin? 

A condensed 1941 Cincinna’ 
roll calendar is provided 
folder issued by the Ci 
Times-Star, showing the am 
money paid in wages by 211 
ing manufacturers, and the per c® 
of the total annual payroll for & 
payday. A supplement conte! 
day-by-day payroll figures 
month of April. 
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Analyze your sales and advertising in the light 


meric Of these new facts. Send for this ‘Continuing 


ny be @ Study of Farm-Family Purchasing.” It’s yours 
na : SEND FOR YOUR 
lysis ¢ for the asking. 
ar Pur ‘ P 
for « ° “¢ Study of 
or Copy of the ‘‘Continuing Study o 
aa GRAHAM PATTERSON, Publisher . P - 
wi Washington Square . . .. . . . . Philadelphia F | 3 i Pp h g 

pow -_ 
e read New York, 420 Lexington Avenue Chicago, 180 N. Michigan Avenue arm ami 4 urc asin 
- se t! Detroit, General Motors Building Seattle, San Francisco and Los Angeles 

os This first report is now available to all advertisers and their agents. 
chee On request, future reports will also be sent to keep you up-to-date. 
SOTIIC t 

FARM Phone a convenient Farm Journal office, or write Farm Journal 


JOURNAL and Farmer's Wife, Washington Square, Philadelphia. 


America’s Largest Rural Magazine— 2,97 5,000 CIRCULATION 
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'eonnection with the case, should Commission, expressing the views as far as the marketing of drug | that will not deceive the layma 


Drug Advertisers 
Criticize FIC 
Procedures 


Problem Emphasized at 
Proprietary Association 
Parley 


New York, May 15.—Procedures 
followed by the Federal Trade Com- 
mission were singled out at the an- 
nual convention of the Proprietary 
Association here this week as the 
most serious current problem facing 
drug advertisers. 

Warning that 


manufacturers do 


not realize the severity of the FTC | 


Act and that violations are punish- 
able by jail sentences and fines, Dr. 
F. J. Cullen, executive vice-presi- 
dent, emphasized that “the odds are 
against” the manufacturer when 
his case is called before the FTC’s 
trial examiner. 

Dr. Cullen pointed out that “trial 


by the Commission takes the place | 
of a trial by a lower court,” with | 
the trial examiner acting as “judge | 
and jury,” and that the next resort, | 
the circuit court of appeals, can de- | 


cide merely whether 
findings are supported by evidence. 


the FTC's | 


No further evidence can be intro- | 


duced before the circuit court, he 
said, and for this reason “an appeal 
from the decision of the Commission 
is difficult.” 


“You will recall,” Dr. Cullen said, | 


“it is the trial examiner who decides 
the type of evidence to be admitted, 
and in each case he is the one who 
determines what constitutes ‘fact.’ 
The law states merely that if the 
Commission’s findings are based 
upon ‘fact,’ they shall be conclusive. 
Since the volume of facts necessary 
is not specified, it is conceivable 


that the examiner may base his de- | 


cision upon ‘some facts’ rather than 
upon any substantial amount of 
factual evidence.” 


Be Prepared, Warns 


Dr. Cullen reminded his audience 
that, since medicine is not an exact 
science and physicians often dis- 
agree as to the effectiveness of a 
medicine, the FTC can easily find 
physicians to support its stand. For 
this reason, he urged that manufac- 


turers be well equipped with evi- | 


dence, including clinical and lab- 


oratory tests, when they appear be- | 


fore the FTC. 

In elaborating on their criticism 
of the FTC hearings, members of 
the Association pointed out to 
ADVERTISING AGE that the trial ex- 
aminer, “who acts as judge and 
jury,” in effect represents the FTC 
which originally brought 
charges. In advertisers’ opinion 
this constitutes a particularly seri- 


the | 


ous situation since the circuit court | 
can rule the examiner's findings in- | 


valid only on a point of law. Manu- 
facturers expressed the feeling that 


an impartial judge, with no previous 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFA 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


hear evidence. 
Other difficulties experienced by 
advertisers in dealing with the 


| FTC, Dr. Cullen said, stem from the 


latter’s interpretation of words. 
Cites Divided Opinions 


“Many of the Commission’s attor- 
neys apply rigid, narrow meanings 
and interpretations to words, using 
them in their strict medical or legal 
sense. They do not consider the 
meaning usually attributed to the 
word by the layman, the ‘man-in- 
the-street.’ Furthermore, on such 
matters there seems to be a lack of 
unanimity of opinion in the Com- 
mission. Too frequently it appears 
that the members of this agency are 
acting, not as representatives of the 


of the Commission, but as individ- 
uals, voicing their own beliefs.” 

Referring to the “drastic” provi- 
sions of the Federal Food, Drug 
and Cosmetic Act, in his report on 
legislation Dr. Cullen asserted that 
a minority of manufacturers “are 
attempting to make as broad state- 
ments as they possibly can” about 
their products, with a view to cor- 
recting their advertising only when 
one of the federal agencies starts 
proceedings. Others feel they are 
justified in making extravagant 
claims if a competitor does like- 
wise, he said, and warned that such 
procedures are unwise. 

“I do not believe a manufacturer 
should be an ‘appeaser,’ but he must 
remember that we are in a new era 


products is concerned, and before 
making any claims for his prepara- 


tion, he must have scientific evi- 
dence available to substantiate 
them. When he does have such in- 


formation, he may make proper use 
of it in his labeling and in his ad- 
vertising schemes, and, if necessary, 
should go to court to defend his 
claims. 
Vital to Health 

“Furthermore, he must recognize 

his public responsibility, for the 


| 
| 


| that the 


Summarizing the position of 
drug industry in its relation to go\- 
ernment and the defense eff 
Paul V. McNutt, Federal Secu 
Administrator, told the conven: 
industry has significant 
stores of key raw materials, inc!) 4- 
ing quinine or raw cinchona, d 
opium, of which there is a thr: e- 


/year supply in the Treasury va 
| in Washington. 


products he prepares are of vital | 


importance in the 
the public health. They must be 
of a high standard of strength, qual- 
ity and purity, and he must label 
and advertise them in a manner 


maintenance of | 


In addition, the necessity for f; 4- 
ing substitutes for key drugs . 
merly imported from abroad ll 
stimulate advanced research, || 
McNutt said. He emphasized it 
manufacturers should  vigoro. ly 
develop the South American » r- 
ket, now that European domina’ on 
is waning and that they sh: ld 
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TAKE FARM INCOMES 
OF *1,5500 AND OVER 
FOR INSTANCE... 


ONE-THIRD 


THEY ENJOY 


OF THE U.S. FARM 

LIVE IN THE “HEAR 
0 OF THE NATION'S FARM 
8 INCOMES OF 


$1,500 AND OVER 


nS 
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TWOTHIRDS 


THEY MUST DIVIDE 46%...THE REMAINDER OF 
THE NATION'S HIGH FARM INCOMES 


OF THE FARMERS LIVE 
OUTSIDE THE “HEART” 


234, 
Qah 


Ne 


ictually,“*Heart” farmers are worth more than 2 for I 


TALK ABOUT LIFE ON THE FARM in 
the “Heart” and you’re talking about high- 
income, high-standard living. No peon-paid, 
penny-pinching farmers, these! Thanks to 
year ‘round diversified farming they are 
sure of sizable income each month! Result? 
They're sitting pretty: they're in the money: 


and, naturally, their way of life shows it! 


Now. with farm income especially brig!it 
(the brightest it has been in 20 years) Amer- 
ica’s Agricultural “Heart” is a better het 


than ever. And that makes Successful 


Farming a better buy than ever. Becau-°: 
Successful Farming gives you concentrat d 
circulation where farm buying power !> 
concentrated ...where farm incomes are | '¢ 
highest...at the lowest rate per page of a\'y 
magazine in the farm field! 


Meredith Publishing Co.. Des Moines. lov @- 
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ike into account “the South Amer- the executive committee are R. R. 
‘an way of doing things and should Land, Kilmer & Co.; Robert L. waste Adds to Staff ee 
id in check exploitation of prod- Lund, Lambert Pharmacal Com- sumed te dite Gee ste weg 
‘ts inferior in grade or integrity pany; William Y. Preyer, Vick Chicago has lohan Western fo es 
those of the domestic market.” Chemical Company; and Harold tising Agency Chicago and Racine 
Officers Elected Thomas, Centaur Company. Wis., where he will take over retail 
‘ieee 2 7 son tab = —- merchandising activities. Charles 
narles S. Beardsley, Miles Lab- . : Dilday, former sales promotion and 
c atories, Inc., was reelected presi- Rudich Joins Army advertising manager of Ajax Rub- 
dent of the Association. Other of- Martin Ps ag poe oe ber emg g f has been named 
srs elected were Dr. V. Mott ™@mager o . W. Lewin Company, manager o estern’s radio depart- 
pin Pj ig eeerancee vie “ New York, has joined the 4th Divi- ment. Just prior to joining the 
I eres, ——s neha a 0 ne., sion at Fort Benning, Ga., as first staff, he was campaign director for 
ad George H. Miller, Musterole jjeutenant of field artillery. American City Bureau, Chicago. 
Company, honorary vice-presidents; — diciamianliais 
H H. Hoyt, Carter Products, Inc. : 
' Green- d 
Ss vViancaeiaaen Wook & tame Green Brodie A ds Plymouth Names Two 
burn, Olive Tablet Company, sec- Duncan Miller has joined the The Plymouth Division of Chrys- 
it eee: ae ae waa creative staff of Green-Brodie, Inc., ler Corporation, Detroit, has ap- 
ord vice-president; W. W. White, Mew York. te was tie eee . " coal 
Ererson Drug Company, third vice- ew ork. e was formerly with pointed R. C. Somerville director of 
de om — = Geyer, Cornell & Newell and J. regions, and has named William J. 
president; and Charles P. Tyrrell, Stirling Getchell, New York, in a Kensler as Pittsburgh district sales 
secretary-treasurer. Members of similar capacity. manager. 
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IN CONVENTION CROWD AT ST. LOUIS 


Registrants at the St. Louis meeting of the NAB included this sextet: (left to 

right) C. T. Lucy, WRVA, Richmond, Va.; Paul Godley, radio engineer; Irving G. 

Abelofi, WRVA; James L. Howe, WBTM, Danville, Va.; Dorothy Lewis, NAB, 
New York; and Mrs. Erma Proetz, Gardner Advertising Company, St. Louis. 


OPM May Request 
40% Cut in 1942 
Auto Production 


Washington, D. C., May 13.—Pro- 
duction of 1942 automobile models 
may be reduced 40 per cent instead 
of 20 per cent, it was learned here 
today. Office of Production Man- 
agement officials, having recently 
obtained the promise of the auto in- 
dustry that output of new models 
would be limited to four-fifths of 
this year's total, are expected to ask 
manufacturers to make a_ further 


cut. 

Present plans call for all-indus- 
try output of 1942 models to be 
limited to 4,224,152 units, as com- 


pared with the 1941 total of 5,289,- 
972. If the second 20 per cent cut 
now under consideration is put in 
effect, the 1942 total will be only 
about 3,174,000. 

OPM is understood also to be 
pondering reduction of output in 
numerous other durable goods, the 
manufacture of which takes mate- 
rials, tools and men from produc- 
tion of defense necessities. Refrig- 
erators, washing machines, oil burn- 
ers and electric sweepers are among 
the products believed slated for 
curtailed output. 


Ban in Sight 


The critical shortage of aluminum 
may also have a drastic effect on 
manufacture of non-defense prod- 
ucts. Further production of civilian 
goods requiring the metal as a raw 
material may be banned until alum- 
inum output increases to a rate of 
150,000,000 pounds a month. Alumi- 
num is already subject to priority 
control, and civilian users are find- 
ing it more and more difficult to 
purchase — supplies. Radio _ set 
makers are already hard hit. 

It was also learned that the Of- 
fice of Price Administration and 
Civilian Supply is studying the ef- 
fect of the first 20 per cent cut in 


auto output. Price Administrator 
Leon Henderson may set a maxi- 
mum price schedule on both new 


and used cars if prices do not level 
off within the next few weeks. 


Called by Army 


William M. Mashbir, national ad- | 


vertising manager, Philadelphia 
Daily News, has been granted a 
leave of absence to report for active 
duty with the Army. He will be 
stationed at the Army Air Base, 
Jackson, Miss. 


K-D Lamp Names Keeling 


K-D Lamp Company, Cincinnati, 
has appointed Keeling & Co., 
Indianapolis, to handle its adver- 


tising. Harold F. Griffin, new K-D 
sales manager, announces that 
schedules in business papers will 


be increased. 


Los Angeles 
Study Issued by 
Maynard Boyce 


Los Angeles, May 14.—Data com- 
piled from a traffic and transporta- 
tion survey of Los Angeles, super- 
vised by the city’s transportation 
engineering board, has been devel- 
oped into a sales study of the Los 
Angeles market by Maynard Boyce, 
Inc. 

The rapid growth of the Los An- 
geles population and the broad and 
irregular area over which it is seat- 
tered have made the Los Angeles 
market a problem for the sales and 


advertising executive. The city 
covers 450 square miles. Within the 
10-mile A.B.C. area are 19 incor- 


porated cities. Los Angeles county 
shows an increase in population for 
1940 over 1930 four times as great 
as the United States average. 
Angeles city has kept pace with 
the country’s growth—21.5 per cent. 
Some of the suburban communities, 
influenced more by the growth of 
defense industries, have shown pop- 
ulation high as 106 
per cent. 

The Los Angeles survey was un- 
dertaken primarily to solve a traf- 
fic and transportation problem. The 
fact that it was made independently 
of any sales or advertising objective 
is considered to lend it authenticity. 
Maynard Boyce, Inc., has adapted 
this information to make it useful 
as a marketing study. The informa- 
tion is available on request to May- 
nard Boyce. 


Los 


Increases as 


To Consolidated Agency 
Charles W. Rankin, formerly pro- 
duction manager with William H. 


Rankin Company, New York, has 
joined Consolidated Advertising 
Agency, New York, in a_ similar 


capacity. Daniel J. Miller, formerly 
on the sales staff of Vincent Ed- 
wards, Inc., New York, has joined 
Consolidated as an account execu- 
tive. 


Radio Stations Appoint 
Stations KQV, Pittsburgh; WERC, 
Erie, Pa.; WHJB, Greensburg, Pa.; 
and WKWK, Wheeling, W. Va., 
have appointed International Radio 
Sales as their representative. 


(Astle Ko 


To cover this prosperous 
American Market, a 


Puerto Rico 


WORLD JOURNAL 


| English Daily serving the = 
60,000 Americans in Puerto Rico 
| Write for rates and specimen copies 


420 Lexington Avenue, New York 


Wher You Meed- 
“IDEAS “ILLUSTRATIONS 


“LAYOUTS “LETTERING 
Call- Fred GRAWE 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Nose Drop Ingredients 
Explain Their Virtues 


To the Editor: I’m taking the 


liberty of sending you herewith one 
of the page advertisements we are | 
running in Drug Topics. 
In our opinion, the round table | 
technique in which the ingredients 
do their 
least 
occurs to us that the subject might 
be of interest to your readers. 
series of 
round table talks by the ingredients | 
(of Plough 
what 
to the remedial effectiveness of the 
product as a whole. 
summed up by the manufacturer in | 
a general sales talk on the product 
and the Fair Trade at Full Adver- 
tised price sales policy behind it. 


own talking is new, at 
in the drug industry, and it 


These ads feature a 


products), 


they “personally”’ contribute 


Each talk is 


The round table technique is in- 


teresting and not without merit for | 
the reason that for the first time in | 
this way it dramatizes the ingredi- | 
ents, and to both druggists and drug | 
store 
facts with which one is already fa- 
miliar and the other should be, if 
he happens to be a good drug store 


clerks it emphasizes those 


salesman. The main cartoons of 
the talk are also being effectively 
used as counter cards displayed 


along with the products. 


The round table copy as well as 


the idea is a brain child of Plough’s 
Dan Hinckley, for many years an 
agency copy writer in Chicago. The 
account is being handled by Lake- 
Spiro-Shurman. 


J. L. Scosey, 
Advertising Division, Plough, 
Inc., Memphis, Tenn. 
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Novel Sectional Drawing 
Arouses Interest 


To the Editor: We are interested 
in the sectional drawing in perspec- 
tive you showed on Page 31 of the 
April 28, 1941 issue of ApverTISING 
Ace, and should like to inquire 
whether this is a more or less secret 
process, or if it is open, where we 
may obtain information regarding 
it. If it would be in order for us 
to write to the International Har- 
vester Company, we should like to 
know if there is any particular 
branch or office we should write. 

E. A. Metz, 

General Manager, F. X. Hooper 

Company, Inc., Glenarm, Md. 

[Editor’s Note: There’s nothing 
secret about the process used in the 
three-dimensional drawing of an In- 
ternational Harvester truck engine, 
but the job took a lot of patience. 
The exterior of the engine, clutch 
and transmission were _ photo- 
graphed. Then successive pictures 
were taken with the engine ac- 
cessories removed, etc. With these 
photographs, a cutaway engine, and 


POPULAR THEME 


ee 


K x — 
TH 
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Interest in Uncle Sam's Navy is reflected 
in increasing use of such colorful illustra- 
tions as signal flags. 


explaining | 


ROUND TABLE 
Plough a7 Share 


ROUND TABLE TALK No. 3 
By The Ingredients of PENETRO NOSE DROPS 


Ingredients in Penetro nose drops, prod- 

uct of Plough, Inc., sit about the table 

ind tell the work they do, in this novel 
series for various Plough products. 


more than 500 blueprints of the 
various parts, the artist made his 
unique drawing. And it took him 
more than six weeks to do it. To 
those interested in other details, 
Ralph T. McQuinn, Advertising De- 
partment, International Harvester 
Company, Chicago, promises to pass 
their inquiries along to the prope 
office. | 
v v v 


Father's Day Scheme 
Finds Much Favor 


To the Editor: About a year ago 
in casting about for a promotable 
theme to lift Father’s Day above 
the realm of simply another date 
on the calendar, we decided to 
“hitch our wagon” to the Blue Rib- 
bon idea. 

Sales increases running as high 
as 300 per cent were reported. This 
year, realizing that the blue ribbon 
might conceivably become as gen- 
erally associated with Father's Day 
as is the white carnation § with 
Mother's’ Day, we announced 
through trade publications that the 
blue ribbon was “offered for adop- | 
tion” to all manufacturers and 
retailers as a motif to build atten- 
tion and sales for Father’s Day. 

| 


So far the response has been | 
phenomenal with letters pouring in | 
from all over America telling of | 
plans by organizations and_indi- 
viduals who plan to tie in with the | 
blue ribbon theme. 

W. STAUNTON MOYLAN, | 
Pioneer Suspender Company, 
Philadelphia. 

’ v v | 
Signal Flags Unfurled 
by More Than One | 

To the Editor: In your April 28th 
issue, I was interested to notice a | 
reader sent in by Mr. Frank W. | 
Atherton of Detroit, which appeared 
on page 18, under “Voice of the 
Advertiser.” 

Coincidence is certainly an _ in- | 
teresting thing, and I think you will | 
agree that this factor has been at 
work when you examine the at- 
tached folder which we have pro- 
duced on behalf of our client, Gen- 
eral Motors Products of Canada, 
Ltd. 

We, too, thought that wide pub- | 
lic interest in the Navy would put 
an added kick into the Pontiac di- 
rect mail piece, just as the folder 
about which Mr. Atherton writes. 

W. G. WALLACE, 

MacLaren Advertising Com- 

pany, Ltd., Toronto. 
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Koppitz Awards Two 


New Silver Stars 

To the Editor: We have just 
awarded Mr. Frederic I. Lackens 
with a Koppitz Silver Star for his 
criticism recently made through 
your publication of our Kopp trade- 
mark. 

We have a club down at the 
Brewery that has over 1,000 mem- 


bers who are wearing this Silver 


Star. The have either 


members 
made a helpful suggestion or have 
turned in a criticism. 

You can see, under the circum- 
stances, that Mr. Lackens qualifies 
for membership and we have for- 
warded his Silver Star to him. Due 


to the fact that you carried Mr. 
Lackens’ criticism in your publica- 
tion, you likewise, qualify—and we 
are enclosing your Star. 

We hope you like it and will wear 
it regularly. 

L. P. Hicks, 
Livingstone-Porter-Hicks, De- 
troit. 

[Editor’s Note: Mr. Lackens ob- 
jected to a trademark showing a 
uniformed “Kopp” with a bottle of 
beer in his hand and carrying the 
slogan “Drink Wisely. Drive 
Safely.”’] 


Tells About Comedy 
of Billboard Errors 


To the Editor: As an addition to 
your gallery of Makeup Mistakes 
we should like to submit the fol- 
lowing story which is written more- 


series, than for what would seem to 
be the obvious reason. 

Our posting department sched- 
uled our own house copy to appear 


on a double panel with a poster for 
Esso gasoline and oil—a procedure 
which at the time seemed to be an 
utterly innocent occurrence. Less 
than a week later though we were 
to learn that the pencil mark locat- 
ing these two posters next to each 
other was to be the start of a series 
of events which we frankly came 
to enjoy. First, arrived a letter or 
two, then a picture, then more let- 
ters and pictures by people who 
couldn’t refrain from snickering at 
the humor of Esso’s big ram chas- 
ing ““United’s” little cat and dog. 
Because we felt that a publicity 
release bespeaking the humor dis- 
played in this situation would give 
cause for too much eyebrow raising, 
we hesitated, but when the comedy 
of billboard errors appeared in the 
rotogravure section of the Newark 
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so to provide your files with the Sunday Call we simply had to let 
latest event in this never-ending you and your readers take a pec 


GILBERT SIMON, 
Promotion Department, United 
Advertising Corporation, New- 
ark. 


¥ VV F 


It Looked Like a 


Comma to Copy Cub 

To the Editor: I am puzzled }, 
the paragraph in “Rough Proof.” 
(ADVERTISING AGE, April 28) wh 
says: 

“Not to be outdone, the Now 
York Life is currently showings 
pretty spring picture with the co»- 
tion, ‘Thing’s a man can trust.’ 
among them isn’t the copyw: 
who’s so careless with his apvos- 
trophes.” 

If you will take a good squint at 
the advertisement referred to, copy 
of which is attached, I think u 
will agree that Copy Cub’s eyes -ht 
is not one of the things a man «an 
trust. 

JAMES M. CEcIL, 

Cecil & Presbrey, Inc., Adve 

tising, New York. 


[Editor’s Note: Maybe it was the 


paper, or maybe the ink, but Copy 
Cub’s copy showed a “g” in the 
word “things” which looked \ery 
much like a “g’.” But there wasn’t 
an apostrophe to be found in \r. 
Cecil’s. ] 


DON’T GUESS ON PAPER 


Remember that a letterhead must sell as well as tell... 
it must be well designed and then well printed on a 


distinctive good quality watermarked paper that should 
be economical in production. ADIRONDACK BOND 
meets these requirements. So instead of guessing, 
specify ADIRONDACK BOND-— in bright white and 12 
attractive colors with envelopes to match—and, be 


sure to 


Consul your Funder 


FOR OVER 10 YEARS, International Paper Company 
has been advising users of printed advertising to “consult 
We took our own medicine, we CONSULTED 
THE PRINTERS! The result 
free copy of, WE CONSULTED THE PRINTERS! and learn 
how to get the 1941 BOOK OF LETTERHEADS. 


your printer” 


is revealing. Send for your 


INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. 


AN 


BOSTON - 


CHICAGO - 


CLEVELAND 


INTERNATIONAL PAPER VALUE 


Made by the Makers of: ADIRONDACK BOND & LEDGER - INTERNA- 
TIONAL MIMEOSCRIPT - INTERNATIONAL DUPLICATOR - BEESWING 
MANIFOLD - TICONDEROGA BOOK - TICONDEROGA TEXT - INTER- 
NATIONAL TI-OPAKE - CHAMPLAIN BOOK - SARATOGA BOOK 
SARATOGA COVER - INTERNATIONAL OFFSET 
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DEFENSE SPEAKERS 


Radio's relation to the national defense 
was discussed by these leaders at one 
of the NAB business sessions: (left to 
right) Lowell Mellett, director, Office of 
Government Reports, Washington; Gen. 
Robert C. Richardson, public relations 
director, U. S. Army; and Commander 
H. R. Thurber, public relations officer, 
U. S. Navy. 


Major Change in 
Second Class Rate 
Called Unlikely 


Washington, D. C., May 14.—Put- 
ting second class mail on a paying 
basis as has been proposed before 


the House ways and means com- 
mittee is generally regarded as 
impractical and unlikely of adop- 
tion, it was learned here, although 
some increase in rates may be made. 
Second class mail privileges 


iterial to editorial content, and | 8@™s, and features both ASCAP 


which amount to a subsidy to news- | 


papers and other periodicals—have 


been debated in and out of Congress | 


for 30 years. Back in 1912, a com- 
mission headed by Charles Evans 
Hughes, now Chief Justice of the 
Supreme Court, made a_ thorough 
investigation of the subject. At 
periodic intervals since, usually in 
times of stress, the issue has been 
raised again. 

Second class rates have remained 
unchanged since 1934. At that time 
they were reduced to the pre-de- 


pression level, after having been | 


increased in 1932 along with rates 
for other types of postage. A bill 
is now about to complete its jour- 
ney through Congress to empower 
the President to continue’ these 
rates, or change them at his discre- 
tion 

The 1940 annual report of the 
Post Office Department shows that 
publishers enjoying second class 


privileges contributed revenue to- 
taling just under $25,000,000 last 
yeal The deficit remaining after 


deducting this income from expen- 
ditures was roughly $85,000,000, 
some $7,000,000 of which was for 
county free delivery which would 
be exempted under current. pro- 
posals, 


Some Increase Possible 


Since newspapers and magazines 
enjoying second class _ privileges 
vere responsible for about $78,000,- 
00 of the deficit last year, putting 
this mail class on a paying basis 


Melt 


STRIKES UP 
THE BAND 


We recently produced a 
Newscolor broadside for a 
well-known band _instru- 
ment company—our first 
ttfort in this field. It 
should be interesting to all 
makers of musical instru- 
ments, and their advertising 
agencies. Write for copy, 
and details. 


SHOPPING NEWS 


“Division CLEVELAND 


| 
} 


; oe 

would involve tripling current|have declined to go on record to D f D d Service Law, Priorities, the Office 
rates, at least. Informed circles|date as to their opinion on second e ense eman Ss of Production Management, and 
consider such a heavy increase as|class rates. The proposal is still B “i id d defense demands upon lithographic 
too great a burden for publishers |too nebulous for a decision at this to e onsiaere machinery manufacturers, at the 
to assume and still remain in busi-| time, it is felt. b Li h h opening session on May 27. Speak- 
ness. If any increase is sought, it ———_————- | y it ograp ers ers for this session have not yet 
is believed it would amount to WFCI Starts Broadcasting | New York, May 13.—The Lithog- | been announced. 
about $5,000,000, or about 20 per Station WFCI, operated by the raphers National Association will The following day's session will 
cent. Pawtucket Broadcasting Company, hold its 36th annual convention feature a non-technical discussion 

Second class rates are extremely | Inc., has started full operations, | May 27-29 at the Greenbrier, White | by a panel of experts covering im- 
involved, and vary from one publi- | giving Rhode Island a total of four| Sulphur Springs, W. Va. Speakers portant innovations, inventions and 
cation to another depending on such | Major stations. It carries both Mu- will include Dr. Howard T. Hovde, | new applications introduced into the 
factors as ratio of advertising ma- tual and Colonial network pro- president, American Marketing | lithographic industry during the 


, ; Association, who will review adver- past 15 years. Dr. Hovde and Mr. 
and BMI music. Paul Oury is gen- 


, =r copies are shipped singly ising. past ; ‘ese +r war- | Finn will address the closing ses- 
WRETOE SOpeS ate PP 8'Y | eral manager of the new station. | "S!N8, past and present, under war- | , ~ a 
lor in bulk. Any change in the di- 4b,a- = a. time conditions, and D. J. Finn, | sion, which will be followed in the 
rection of increased revenue would : advertising and sales promotion | evening by the annual dinner. 
Se ee ee | Care palais - Sanpeene hie 

require considerable study by pos- manager, RCA Mfg. Company, 


“ee ere . ce ’ Wesley Griswold, assistant editor, | A, ; iain : 
tal officials in order to insure that) porrford Courant, has joined the |C@mden, N. J., who will discuss | De Long Appoints Moss 
the effect would not be nullified publicity department of Travelers lithography as a merchandising tool. De Long Insulation Corporation, 
through loss of business. Insurance Companies, Hartford, Solutions will be sought to prob- | Long Island City, has appointed 
Post Office Department officials Conn. lems occasioned by the Selective ' Moss Associates, New York. 


...who read the 


new CHILD LIFE § 


are Soin? strong 4 


a 
- 
ma 
Fa 


For “Inilance — 


Kleenex tissues, product of International Cellucotton Products Co., 


tested the pulling power of these youngsters in our May issue with 


special coupon copy. 


what KLEENEX tela us — 


° e 
The coupon returns exceed our fondest expectations, and we are 


asking our agency, Lord and Thomas, to prepare a fall schedule for 


CHILD LIFE.” 
CHILD LIFE MAGAZINE 


A RAN OD ee ater PUBLICATION 
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Fly Castigates 
‘Radio Monopoly’ — 
in Fighting Speech 


Insists That FCC Has 
No Desire for Govern- 
ment-Operated Radio 


St. Louis, May 13.—If there were 
any broadcasters who anticipated 
that James Lawrence Fly, chairman 
of the Federal 
Communi- 
cations Commis- } 
sion, might take § 
the opportunity 
presented by his @ 
scheduled par- 
ticipation in a 
panel on national 
defense at the 
opening session 
of the National 
Association of 
Broadcasters to 
temper his own 
and the Commis- 
sion’s stand with reference to the 
recently issued monopoly regula- 
tions, they were disabused quickly 
today. 

Chairman Fly not only did not 
evade the issue—he attacked the 
problem of national defense 
though it were inextricably bound | 
up with the regulations the FCC 
has just laid down, and he deliv- 
ered a fighting speech which left 
no one uncertain as to the position 
he takes. 

A scant three or four paragraphs | 
sufficed Chairman Fly to deal with | 
the possible direct effects on broad- 
casting of this country’s entry into 
the war. Then he pitched right in | 
to what everyone wanted to hear. | 
“I assume,” he said, “that this is 
the appropriate place for me to) 
reiterate what I said at your San | 
Francisco convention and, indeed, | 
in many expressions and statements 
to the industry since that time. It 
seems strange that there should be 
any necessity to repeat this thought, 
and I do it only in view of certain 
dire forebodings which have come 
recently from monopolistically con- 
trolled sources in the _ industry. | 
These men, to divert attention from 
the fact of monopolistic control in | 
their hands, conjure up insistently 
the bogeyman of government oper- | 
ation. | 


James L. Fly 


as 


Opposed to U. S. Control 


“I think I can categorically state | 
again that there is no present fore- 
seeable emergency which would 
result in the government’s taking 
over the broadcasting industry. | 
The FCC has no desire and no plans 
to take over the nation’s broad- | 
casting system. Neither has the | 
defense communications board, nor, 
so far as I know, any other govern- 
ment agency. Wherever this base- 
less charge may be repeated, I 
trust you will meet it head on and 


With Over 52,000 . 
Daily Circulation. |" 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry in the United 
States. / : 
1940 it showed the largest 
percentage of gain in livestock 
receipts in the entire packing 


industry. ; 


‘ eee ; 
General Advertising Representative of The Journal 
NOEE, ROTHENBURG & JANN 
New York - Chicago - Detroit - San Francisco 
° eee : 


Owners and Operators of Station KSCJ | 


carefully examine the sources, and 
the purposes to be served. 

“We of the FCC are fully deter- 
mined that control over broadcast- 
ing shall not gravitate into govern- 
mental hands, even 
critical foreseeable emergency. I 
am grimly determined that you 
individual station operators 
forever continue as the sinews of 
a truly American broadcasting sys- 
tem. I am just as grimly deter- 
mined that our networks shall con- 


tinue to live and to prosper. They, | 
of the| 


too, are an essential part 
American system of broadcasting. 
“But we are equally determined 
that such control shall at no time 
gravitate into the hands of two or 
three private groups. . . If control 
over our whole broadcasting system, 
or over the most important units 


in the most | 


shall | 


| 
in it, is to be concentrated in the 
hands of a couple of private man- 
agement groups, the situation is 
one of real concern. In that event 
an error in judgment or of policy 
can have a most disastrous result 
for the nation as a whole.” 
Asserting that he was in hearty 


Neville Miller yesterday calling for 
the maintenance of a free radio, 
Commissioner Fly also quoted from 
a recent letter of President Roose- 
velt’s in which the necessity for 
preventing “monopoly of radio 
| operation or ownership” was men- 
tioned. 


Urges Decentralization 


“One way of preventing such a 
| catastrophe,” Mr. Fly said, “is to 
lodge in the FCC or some other 


accord with a statement issued by | 


governmental agency day-to-day 
supervision over the fairness and 
impartiality of stations 
works. The Commission  unani- 
mously rejects such proposals. We 
are as opposed to concentration of 
power in the hands of the govern- 
ment as we are opposed to concen- 
tration in the hands of a few net- 
works. We believe that the way 
to avoid abuse of power is to decen- 


'tralize it—to return it, in short, to | 


| you. gentlemen, the _ individual 
licensees. 

“T have called the Commission’s 
| chain broadcasting order a ‘magna 
charta of American’ broadcasting 
stations.’ I should like to go even 
further, and call it the keystone of 
a free broadcasting system. . . 

“As chairman of the Commission 


during these critical times I shall 


and net-| 


consider that, as a part of the jo} 


of defense planning, one of my p 


mary tasks will be to keep Ame; 
can broadcasters free from domin 


tion by the government, and w!} 


is just as important, by any privy; rm 


|corporation or combination of « 


porations. .. 

“As to the ways of accomplish; 
these principles, I shall be ha; 
to join in any of your coun: 
Principles are eternal — meth 
procedure and timing are flex; 


to the end that all substantial ay 


appropriate interests shall be ; 
served.” 


The meeting room was packed { 


the guards, and immediately wu; 
the completion of Mr. Fly’s 
marks, President Miller of the N 
who was presiding, declared 

although the industry appreci 


Hows your farm knowledge . . . 1910 or 1941? 
Maybe you still think of farmers and church mice as 


being in the same income group! 


Listen!...The latest Government Consumer Purchase 
Survey shows that upper-half farm families today actu- 
ally spend more money than upper-half city families! 

Let’s put it another way . . . Country Gentleman’s 
2,100,000 upper-half farm families spend more each year 
than is spent at retail by all the people in Chicago, 
Philadelphia, Los Angeles and Cleveland combined! 

Maybe you think farmers are isolated... never get to 
the places where your goods are on sale. 

Then get a United States map, and study it .. . You’ll 
find that 93 per cent of the total population and 87 per 
cent of the farms are within a 25-mile radius of one or 
more cities! You probably live further than that from 


your office... Are you isolated? 


Maybe you think you’ve covered the farm market 


with national urban magazines. 


Drive out beyond the city limits. Check circulations as 
we did! You'll find that outside city limits Country 
Gentleman has more circulation than any urban maga- 
zine. More, in fact, than Life, Collier’s, Liberty and 
Good Housekeeping combined! Now ask yourself — 
would a farmer prefer a farm magazine? 


Country Gentleman is agriculture’s leading trade, 
general and woman’s magazine all in one, and it speaks 


the farmer’s language. 


The gist of all this is, simply ... if you want to sew 
up the top-half of America’s market, you can’t afford to 
overlook an important part of this market! You need the 


top-half of agriculture...You need Country Gentleman! 
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the FCC head’s frankness and /| ridge, of WHAS and the Louisville | on the FCC report. |fore considerably heartened those | event of war, but at the same time 
courtesy in presenting his views, he | Courier-Journal and Times, an The disclaimer was issued as the who are opposed to the regulations |emphasized that serious emergency 
did not want those views to go/ indication of what might be ex- result of previous circulation at the|as did the news, presented to the may create many special problems. 
entirely unchallenged. pected later was given at the convention of the text of a letter | convention this afternoon, that Sen. All had high praise for the coopera- 
A Question for Mr. Fly |/luncheon today. As the delegates | which Early had written to Alfred | Wallace White of Maine had intro- tion and support which radio has 
ec filed out of the luncheon room| J. McCosker, chairman of the board | duced a resolution in the Senate given and is giving to defense 
Turning to Mr. Fly, he said: “You | after hearing Vice-President Henry | of Mutual Broadcasting System, in | asking for Senatorial review of the activities. 
said that ‘these men, to divert) Wallace deliver a message on/ response to a gt which Mr. Mce-| FCC regulations, and urging the 
attention from the fact of monopo- | defense by radio from Washington, Cosker and W. E. Macfarlane, presi- | FCC to postpone enforcement until 
listie control in their hands, conjure | they were handed mimeographed dent of the ee had sent to | hearings have been completed. De- Honor Jack Benny 
up insistently the bogeyman of copies of a statement headed, “The | the President, expressing general | tails of this resolution are presented 10th R di 
government operation.’ May it not United Press today carried the fol- approval of the report. Early’s | elsewhere in this issue. on adio 
also be said that those who favor | lowing story from Washington.” letter to the Mutual chairman had| At the defense panel this morn- A . 
government operation consistently |The story declared that White been construed as indicating Presi- | ing, Lowell Mellett, General Robert nniversary 
conjure up the bogeyman of mo- | House Secretary Stephen Early had | dential approval of the recent FCC |C. Richardson, public relations Los Angeles, May 12.—More than 
nopoly, to divert attention?” This | asked Lowell Mellett, director of|action; in fact, the letter wasjdirector of the Army, and Com- 1,000 radio and film stars, advertis- 
remark elicited a long round of|the Office of Government Reports, | described in the local press as “the |mander H. R. Thurber, public rela- | ing executives and business leaders 
applause from the 500 or 600/who was one of those taking part| second bombshell tossed into the tions officer of the Navy, briefly | paid tribute to Jack Benny at the 
broadcasters assembled in the room. | in the defense symposium at which | NAB meeting’—the first being the | outlined the role which they hope | Biltmore hotel Friday night on the 

Although the real fireworks on | Mr. Fly spoke, to inform the NAB| signing of an ASCAP contract by | radio will play in defense activities. | occasion of his 10th anniversary on 
the FCC regulations did not break |that President Roosevelt has not | Mutual. |All disclaimed any intention of | the air. 
until after the report of Mark Eth-|expressed any statement of policy| The disclaimer sent today there- | exercising censorship, even in the The National Broadcasting Com- 
|pany hosted the party, at a cost of 
j}around $25,000. The party was 
|entirely formal, with no one more 
|surprised than Hollywood when 
nearly all of the invited guests 
turned up in white ties and tails. 
Climaxing the many speeches deliv- 
ered by notables, Jack Benny deliv- 
l ered his “thank you” address along 
about 1 a. m., after the most 
/hilarious evening that even blase 
| Hollywood has seen in years. Many 
ifelt he definitely put at rest any 
rumors about shifting to another 
network when he said, “I hope I’m 
|with NBC the rest of my radio 
career.” 

Among those paying tribute to 
| Benny from the speakers’ rostrum 
| were Colby Chester, board chair- 
/'man of General Foods; Niles Tram- 
mell, president of NBC; Don Gil- 
/man, NBC's western head; Jimmy 
| Walker, George Jessel, Edgar Ber- 
gen, Jim and Marion Jordan, 
George Burns and Gracie Allen, 
| Bob Hope and Rudy Vallee, who 
‘acted as toastmaster. Among other 
notables attending were Tom Har- 
| rington, Young & Rubicam vice- 
|president in charge of radio; L. N. 
| Brockway, Y&R vice - president; 
Charles G. Mortimer, vice-presi- 
dent of General Foods, and Ather- 
'ton W. Hobler, president of Benton 
|& Bowles. 


Map Inlite Ad Program 

A strong advertising campaign 
-- back the merchandising of In- 
lite brake lining and clutch facing 
by United Motors Service, Inc., De- 
troit, along with numerous new 
sales promotion helps. Page copy 
will appear in a list of leading 
automotive business papers through- 
out 1941 and consumer advertising 
is scheduled for Collier’s and The 
Saturday Evening Post. Distribu- 
tors and dealers are being provided 
with counter cards, window stream- 
ers, folders, postcards, book matches 
and metal flange signs. Geyer, Cor- 
nell & Newell, Inc., handles the 
advertising. 


Joins Zenith Radio 

J. J. Nance has resigned as vice- 
president and general sales man- 
ager of Easy Washing Machine 
Company, Syracuse, N. Y., to be- 
come vice-president and director of 
sales of Zenith Radio Corporation, 
Chicago. Edgar G. Hermann, 
Zenith advertising manager since 
1935, has also been appointed sales 
manager of the household division. 


CKLW 


at 800 K- C 


COVERAGE : 
MORE RADIO HOMES 


IN THE DETROIT MARKET 


‘Day and Night) 
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Seek Delay in 
FCC Net Rules 
Pending Probe 


Senator's Resolution 
W ould Put May 2 Action 
Under Scrutiny 


Washington, D. C., May 14.—The 
Federal Communications Commis- 
sion’s new network rules laid down 
May 2 would be held in abeyance 
for 60 days while a congressional 
investigation is made of their prob- 
able effect, under a resolution intro- 
duced yesterday by Sen. Wallace 
H. White, Maine Republican. 

The investigation would be made 
by the committee on _ interstate 
commerce of the Senate or a sub- 
committee thereof, according to the 
resolution. Among the 10 specified 
points urged for investigation are 
the rules and regulations laid down 
by the FCC, the probable effects 
thereof on the broadcast system of 
the United States and in particular 
upon the network = organizations 
and licensees affiliated with these 
organizations or independent sta- 
tions and the probable effects on 
the quality of programs. 

The investigation also would at- 
tempt to determine whether the 
FCC rules and regulations confer 
on the FCC supervisory control of 
programs, business managements or 
policies of network organizations 


and of broadcast licensees, whether | 


enforcement of these rules and 
regulations will adversely affect the 
broadcast structure of the country 
and whether they constitute a 
threat to freedom of speech by 
radio in the U.S. 

Questions FCC Power 

Other objectives of Senator 
White’s resolution are to determine 
whether the FCC regulations will 
contribute to government owner- 
ship and operation of broadcast 
stations or to regulation of them as 
common carriers, whether they give 
the FCC the power to determine 
whether there are monopolistic 
practices, whether any — specific 
problems are raised by these regu- 
lations and whether the FCC has 
the power to promulgate’ and 
enforce these rules. 

Senator White's’ resolution makes 
the point that the FCC’s rules and 
regulations laid down May 2 assume 
a power and authority which was 
denied the FCC by the United 
States Supreme Court in an inter- 
pretation of the Communication 
Act of 1934 made more than a year 
ago. The resolution suggests that 
$5,000 be made available for the 
committee to make the investiga- 
tion. 


WHEELER EXPRESSES ALARM 

OVER FCC DISCLOSURES 
Washington, D. C., May 14.—Sen. 

Burton K. Wheeler, who occupies a 


ENGRAVING COMPANY 


@ STERLING QUALITY Photo- 
engraving in Color Process, Black 
and White, Ben Day and Line 


@ WET PROOFING on Four Clay- 
bourn Automatic 4-Color Proofing 
Presses 


@ DAY AND NIGHT SERVICE 
S. 
a 


i 


304 EAST 45th STREET 


th 


pivotal spot on radio legislation as 
chairman of the Senate Interstate 
Commerce Committee, declared to- 
day that he was “alarmed” and 
“worried” at the disclosure in the 
Federal Communications Commis- 
sion monopoly report that 85 per 
cent of evening radio power is af- 


| filiated with the two major chains. | 


Sen. 
formed 


Wheeler professed to have 
no opinion as yet on the 


/recent rules laid down by FCC, but 


his comments made it clear that he 
favors at least some of the restric- 
tive measures adopted and indicated 
that he will support legislation to 
insure the right of free debate on 
the air. 

“Neither government nor private 
concerns should have the power to 
prevent either side from having 


equal time and equal facilities on 
public issues,” he said. “The law 
should be explicit on this subject. 
Also there should be artificial re- 
straint placed upon the develop- 
ment of new networks.” 

The principles which will guide 
him in forming judgment on the 
new FCC rules, he said, will in- 
clude: preservation of free speech; 
free and open competition in broad- 
casting; prevention of “undue con- 
trol” over radio by individual or- 
ganizations and separation of the 
business of running a network and 
of operating stations. 


WHK to Raymer 

| National representation of Station 
WHK, Cleveland, has been placed 
with Paul H. Raymer Company. 


National Roto 
Linage Cut 55.4% 


in First Quarter 


New York, May 14.— The 
crease of 1,193,736 lines or 36.7 per 
cent in newspaper rotogravure ad- 
vertising linage for the first quarter 
of 1941 compared with the first 
quarter of 1940 reflects a heavy 
slash in national linage in this cate- 
gory. The national linage for this 
same period in 1941 was 1,062,884 
lines, a drop of 1,317,605 lines or 
55.4 per cent from the 2,380,489 
lines for the first quarter of 1940. 

The only increase, 1,233,869 lines 
or 14.2 per cent, was reported in 
local linage. The total newspaper 


de- 


| rotogravure 


total 
i'tone and 282,463 lines in color. 


advertising linage { 
the first quarter of 1941 was 2,060.- 
652, compared with 3,254,388 f 
the first quarter of 1940. Of t} 
1,778,189 lines was in mor 


A similar trend is apparent 
the comparisons of March, 194) 
with March, 1940, the total lin 


dropping from 1,456,332 in 1940 to 
1,004,906 in 1941, a decline of 45 
426 or 31 per cent. The natio: 
linage dropped 483,757 lines or 47.5 
per cent and the local linage j- 
creased 32,331 lines or 7.4 per c 
The monotone linage for Mar), 
1941 was 883,826 and the color é 
age was 121,080. 

These figures were prepared 
ADVERTISING AGE by Kimber'y- 
Clark Corporation. 
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York City, Murray Hill 2-3033 » JAMES CRAWFORD, 
Tribune Tower, Chicago, Illinois, Superior 0100 « 
KEENE FITZPATRICK, 155 Montgomery Street, San 
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the families in the 219 cour'® 
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The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


Defense and 
Management's Big Moment 


€ 


Not one of us humans but hank- 
s for supreme tests, big moments. 


viewpoint of Whiting Williams, con- 
sulting editor, writing in the May 
Factory Management and Mainte- 
nance. 


plentiful) discharges. 


2. Take a fresh look at his 


employe contacts, to make sure that | 


his every representative enables 
every single employe to share the 
“kick” of helping toward the com- 
mon objective of saving the coun- 
try. 

3. In short, as rapidly as the 
emergency intensifies—and it is 
now pretty sure to intensify rapidly 


Plastic Contact Lenses 
For Eyes 

Combining the scientific knowl- 
edge of the lens manufacturer with 
the technical skill of the plastics 
industry has resulted in an achieve- 
ment for both in all-plastic contact 
lenses, according to Modern Plastics 
for May. A covering for the eye- 
ball to improve human vision, the 
plastic lens is the latest develop- 


superior to the glass contact lens 
primarily because it fits nearly per- 
fectly and generally takes no more 
than five minutes to adjust. Plastic 
lenses are practically unbreakable, 
weigh 60 per cent less than glass, 
and will allow better light trans- 
mission. 

The plastic lens is fitted to the 
eye by taking a cast, or mold, of 
the eye. This is a delicate opera- 


The writer lists the following |—the wise manager will not fail to| ment in the search for the perfect | 0" done with the use of Negocoll, 
War, catastrophe and every crisis | steps the business manager can | assume that his associates, like the |cornea covering begun in 1827,/% SOft sponge-like material im- 
unlooses within us huge amounts of take now toward mastering the big] British, would “rather die on our| when a glass shell to protect the ported from Switzerland. The pa- 
the “emotional dynamite” that spurs emergency: feet than live on our knees”—and eye from infection was suggested | Vent suffers little discomfort. While 
us on to do the impossible. Thus the 1. Improve his managerial or-|so to ask of all their utmost. by J. F. Herschell, eminent English | the patient is reclining, the operator 
war emergency may well be man-| ganization. He can make now| 4. It is not too early to plan | astronomer. places the Negocoll, held in a cast- 


agement’s Big Moment—its heaven- 


nt opportunity to apply out-of- 


those long-needed but long-delayed 
(because so often delicate and 


now just how the emergency’s emo- 
tions can be directed into construc- 


| intensive 


Theodore E. Obrig, who has done 
research in the field for 


ing shell, under the upper lid first 
and then under the lower lid. When 


the-ordinary efforts to some of its | ticklish) promotions, transfers, de- | tive channels as soon as the present | the last 12 years, says the all-plas- |"@¢™oved from the eye, the casting 
everyday objectives. Such is the |motions and (now that jobs are 'crisis is met and mastered. ‘tic ophthalmological discovery is |'S 1" effect a negative mold which 
7s is filled with dental stone and a 
cast of the eye made which has 

every variation, undulation, and 


JARENA OF ADVERTISING ACTION ! 


Here it is, all assembled under one titanic top, the 
super coverage you need to make a super showing in 
America’s super markets — 82% coverage of New York’s 
families, 73% of Chicago’s, 74% of Philadelphia’s. 

Here, at one low cost, is the editorial showmanship 
that packs in the crowds and pulls in the sales from 
more people in more neighborhoods in the three cities 
which buy as much at retail as the next 15 cities com- 
bined or the subsequent 58 combined. 

When you make the First 3 Markets Group the basic 


SUPERLATIVE 


AND SENSATIONALLY SIMPLE 


unit of your advertising drive, you cash in on Sunday 
roto’s proved productivity. With massed, big-city buy- 
ing power pushing ahead, here is the tested technique 
capable of capitalizing it to the full. 

Ask a representative to show you how the locally 
edited roto picture sections of America’s first three 
newspapers in America’s first three cities can help 
you make the most of today’s opportunities. 

Sepia roto now only $1.55 per milline—4-color roto 


now only $1.88 per milline. 


BETEMOTE SVSINESS BOOSTER 


LY SELECTIVE 


| AND COMPELLING, CONVINCING 


surface measurement accurately 
reproduced in the material. 

After the cast has been made the 
enses are then produced by mold- 
|ing methacrylate sheets over them 
|by pressure and heat and_ then 
| finishing with the utmost. skill by 
| master craftsmen. Breakage of 
| plastic contact lenses is almost non- 
existent and they are claimed to be 
superior to spectacle lenses because 
it is optically impossible to obtain 
equally good vision over the entire 
surface of a lens placed 12-mm. or 
more from the eye. 


Mining Process Used in 
Preparing Vitamin Flour 


Borrowing a method long used 
in cleaning metallic ores, Theodore 
Earle, mining engineer, has devel- 
oped a way to remove the rough 
outer hulls from wheat’ kernels 
without in any way damaging the 
remaining part of the wheat berry, 
Food Industries for May reports. 

In the new process which employs 
‘the flotation principal used in clean- 
ing ores, the wheat first goes 
through its regular cleaning for re- 
moval of foreign grains, dirt, ete., 
and then through a series of 10 
flotation cells, where wheat and 
water are fed in definite propor- 
tions. Here the wheat is violently 
agitated by means of rubber cov- 
ered impellers against rubber-lined 
sides of the cells. The mixture of 
wheat and water flows rapidly from 
one cell to the next in the series 
at a constant rate. Meanwhile a 
flotation reagent—pine oil—is added 


to cause a froth. As the finely 

~ divided bubbles of this froth rise 

In the Bounteous, Booming, they carry the freed wheat hulls to 
the surface; the peeled wheat re- 

mains below. The froth is removed 

BONANZA BAILIWICK Ses 
wheat is carried along and dis- 


charged onto a vibrating screen that 
removes most of the water. All this 
requires nine minutes. 

The wheat then goes through a 
series of drying and blowing opera- 
tions to prepare it and clean it for 
grinding. The said to 
produce a superior grade of flour 


process is 
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Defense Now No. 1 ‘Glamor 


oy in Los Angeles Area 


Movies and Tourists Still 
Important, But Planes, 
Lead Parade | 


By WILLIAM KRAUCH 


[Editor’s Note: This is the third 
of a series of discussions of the | 
effect of the defense boom on major 
cities throughout the country, writ- 
ten so as to present an intimate 
picture of local conditions of value 
to advertising and sales executives, 
and to keep marketing men abreast 
of the changes in sales opportuni- 
ties which are being developed be- 
cause of the upsurge in industrial 
activity throughout the country. A 
similar story on Pittsburgh will be 
published in these pages June 2.] 


Los Angeles, May 15.—Movie 
queens, glamor boys and motion 
picture moguls may still be the big 
news from this motion picture cap- 
ital of the world, but it’s the na- 
tional defense spending that’s put- 
ting the extra buying power in the 
pockets of the great middle class 
these days. 

Los Angeles has always been en- 
titled to the title of “the greatest 
industrial center in the West,” but 
Hollywood glamor has been stealing 
the scene for years. Yearly motion 
picture production has been pour- 


ing about $200,000,000 into the 
trade marts of Los Angeles, but 
compare this with industrial pro- 


duction valued at $1,205,000,000. 
More and More New Jobs 


But even in Los Angeles and 
Hollywood, whose citizens love to 
brag about their motion § picture 
production, the talk today is all of 
national defense. And rightly, too, 
for national defense is responsible 
for one of the greatest booms in 
Southern California’s history. 

Every week finds hundreds of 


linemen anys 


AIRCRAFT FACTORY LOOKS LIKE BEEHIVE 


a — 


This scene in the engineering department of Lockheed Aircraft Company's plant 
at Burbank, Cal., gives a vivid idea of the tremendous activity in the aero- 
nautical field. 


new workers being gobbled up by | Los Angeles County. 
the maws of industry, making hun- | 


dreds of new families with extra 
dollars to spend on the clothes and 
cars they have envied in motion 
pictures for years. 

Financially speaking, in cold hard 
figures, there’s big money being 
spent, and to be spent on defense 
activities in Southern California: 
$761,731,243, to be exact, plus an 
aviation backlog of $600,000,000 
from foreign countries. 


Aviation Gets Most 


Total national defense appropria- 


| 


| 
| 


tions for the state of California, to | 


March 1, amounted to $1,376,358,- 
447. Of this huge sum $900,000,000, 
or 70 per cent, is represented by 
orders to industries in ten Southern 
California counties while 53.3 per 
cent, the $761,731,243 figure, is rep- 


| 


| 


resented in orders to industries in | 


L, you would like your 


questionnaires to yield 


more facts in less time, call your nearest Interna- 


tional Business Machines Service Bureau. Through 


the medium of punched cards and automatic 


machines, this Bureau will provide detailed printed 


reports, broken down by whatever classification 


you desire. Here is a Service to aid you in deter- 


mining advertising programs or to check the etfec- 
tiveness of your copy. Call your local IBM ofhce, 
or write direct to International Business Machines 
Corporation, 590 Madison Ave., New York, N.Y. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


Offices in ue Principal Cittes 


'in the nation, $520.41 in 1939. 


| 1939. 


| Los 


The latter amount, for Los An- 
geles County, is broken down into 
three groups: $422,587,777 for avia- 


tion; $72,865,343 for camps and 
bases and $209,118,098 for ship- 
building. 


The impact of these tremendous | 
sums turned loose in a market that | 
is having its | 


is already class “A” 


effect. Retail sales are rising, 


building permits for industrial ex- | 
pansion as well as residential homes | 


are increasing and amusement 
grosses, an excellent harbinger of 
boom times, are mounting. 

However, in the opinion of 
trained market research experts, 
Los Angeles County stands in the 
unique position of being able to 
claim this new business as a definite 
plus, over and above the big up- 
ward trend indicated before the 
impact of national defense orders 
was felt. 


Boom Without Defense 


Los Angeles County’s gain in 
population, 568,719 in the last ten 
years, was an increase of 25.8 per 
cent, while the average United 
States gain was 7.2 per cent and 


|most other metropolitan areas reg- 


|istered losses or much_= smaller 
gains. 
Even before the defense boom, 


Los Angeles had one of the highest 
annual per capita retail sales figures 
Re- 
tail sales had increased from $593,- 
000,000 in 1935 to $782,000,000 in 
Los Angeles had been con- 
sidered a “preferred” customer for 


j}any seller, because this composite 


customer does 
cent of the retail buying in 
United States. And retail sales are 
now up 6 per cent for the first three 
months of 1941 over the similar 
1940 period. 


more than 


21% 


per 


Spread Over Whole Area 


The nation’s fifth largest 
Angeles, is a huge sprawling 
area—one of the most important 
markets, from the sellers’ stand- 
point, in the country. The city 


| proper has just a little over a mil- 
| lion 


while 
are a 


and a half 
surrounding it 


population, 
on all sides 


| dozen or more good sized cities and 
| . 
;}many smaller communities totaling 


|} nearly another million and a half. 


This area is intricately tied together 
with modern highways and trans- 
portation systems to make a major 
market of nearly three million in- 
habitants. And, in addition to its 
permanent population, 
floating population second only to 
| that of New York. 

| Practically the entire area is af- 
| fected by the national defense 
| spending. Such larger cities as 
| Long Beach, Glendale, Inglewood, 
Santa Monica, Burbank and others 
are literally “boom cities” in them- 


|selves. Local conditions in these 
jadjacent cities definitely indicate 
| boom times—shortage of housing, 


| huge industrial payrolls, tremend- 


|paints an amazing picture. 


! 
ous increases in employment and | 
skyrocketing retail sales. 


Airplane Factories Humming 
Los Angeles County as a whole | 

More | 
than 65,000 skilled industrial work- 


ers have been added to payrolls 


|since Jan. 1, representing an indus- 


trial employment increase of 33.3 | 


|per cent over a year ago March 1, | 


the | 


city, | 


in business which 


there’s a| 


when 129,160 industrial 
were employed. More than 70,000 
workers now travel back and forth 
to work daily in the county’s 
numerous aviation plants, whereas 
on Jan. 1 only 20,000 workers were 
employed in airplane manufactur- 
ing plants. 

A 100 per cent increase in em- 
ployes is recorded by the 250 plants 
working on machine tools, acces- 


sories, die castings, airplane parts, 
engines and kindred equipment. On 
Jan. 1 there were 10,000 employed 
in these factories; today there are 
more than 20,000, and the figure is 
mounting every day. 

A marvelous man-made harbor at 
Long Beach and San Pedro, which 
has long been devoted to shipping 
only, has overnight become a ship- 
building center, an industry which 
has been virtually dead since World 
War I. From an absolute zero in 
employment, shipbuilding plants, at 
last report, were employing more 
than 5,000 workers. 


Wages Go Way Up 


Aviation workers, who in normal 


| to 
| draftsmen, welders, metal workers, 


}and 
| operating night and day to supply 


times would be earning $25 to $35 


last year when the figure was $52.- 
568,649. Los Angeles proper wrote 
a three-month total of $19,599,196 
into its building records, an increase 
of $1,886,556 over the first quarter 
of 1940. New defense construction 
already completed in the Los An- 
geles area totals $160,000,000 ang 
much more is in immediate sight 
All of these increases in national 


workers | defense spending were achieved at 


no expense to normal business, ; c¢- 
cording to market statisticians, who 
point to a 20 per cent increase jin 
automobile assembly, an almost 
similar increase in tire production, 
steady increases in FHA commit- 
ments and new construction and 
other lines of industry. 


A Lasting Effect 


Most of the defense money is .o- 


| ing to the great middle class whvre 


it means the most to advertisers, 
The majority of new jobs are go ng 
skilled workers — machinists, 


engineers, and similar specialists, 
huge technical schools are 


new men. They’re being emploved 
as rapidly as they’re graduated. 

Of importance to national adver- 
tisers is the fact that this is not a 
fly-by-night boom. Most of the 
national defense contracts in the 
Los Angeles area will extend over 
a period of two or three years, pro- 
viding a steady buying market 

Further importance of the Los 
Angeles area is seen in the statis- 


DEFENSE MEANS MORE SMALL HOMES 


Typical of the busy scenes in Los Angeles subdivisions is this vista in View Park, 


a bean field a few years ago and site of 


temporary housing for the 1932 Olympic 


Games athletes. During the first three weeks of April $160,200 in new construc- 
tion was started here, an increase of 385 per cent over the entire month of 
April last year. 


a week, are now making $50 to $75 
a week, a situation which accounts 
for an even more surprising in- 
crease in payroll figures than em- 
ployment figures. The index for 
payroll figures for the month of 
March, 1941, as compared with the 
same month in 1940, shows an in- 
crease of 48.7 per cent. Wages paid 
industrial workers in 1939 were 
$165,729,000. The estimate for 1941 
is $248,000,000. And these figures 
do not include salaried employes or 
officials. 

Indicating the tremendous spurt 
will more and 
more be reflected in retail sales, is 
the comparison in the value of Los 


Angeles County manufactured prod- | 


ucts. The total in 1939 was $1,212,- 
472,703. The estimate for 1941 is 
$1,450,000,000, an increase of 
proximately $240,000,000. 
Department store executives re- 
port business booming despite ad- 
verse weather conditions. Southern 
California has just emerged from 
its wettest winter in 53 years, yet 
department stores report retail sales 


up 7 per cent for the first three 
months of 1941 over the similar 
period for 1940, and greater in- 


|creases are reported in other lines. 


Building Active 


Postal receipts are up 5 per cent 
over a year ago. A total of 122 new 
industries and 276 plant expansions 
were recorded by the Chamber of 
Commerce during 1940, and many 
more have already been added this 
year. 

Seventy-eight Southern California 
localities reported a building per- 
mit total of $100,276,837 for the first 
quarter of 1941. This figure is al- 
most twice that for the similar time 


| families, compared with 75 for 


|}creased tourist travel to 
| California 
j crensing the importance of the sec- 


ap- | 


tics which reveal that 124 passenger 
cars are registered for every 100 


the 


~ 


United States as a whole. Income 
tax returns are also significant: the 
national average is 38 per 1,000 
families while Los Angeles County's 
figure is 66. 

An indirect result of national de- 
fense spending is expected in in- 
Southern 
further in- 


this year, 


— 


_ Every day ~ between 10am 
and 4pm >) ~ 80% of the Los 
Angeles street car and bus 
“2s riders are women 
These 84.500 family purchasing 


agents ride to shopping 
centers ~ . for clothing, ° 

shoes, furnishings---return to 
Suburban “~~ shopping areas 


for food, drugs, cosmetics 


When they ride they relax. 
“~. When they relax the) 
read your Message, °.\* - 


For complete details 
and rates, write _~ 


> 0 on: 
- 


MAYNARD Boyce [ac 
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WESTERN CITY 


255558" 


Looking north on Broadway at Seventh 
street in Los Angeles, where airplane 
production and other industrial activity 
is forcing the movie and tourist indus- 
tries into the relative background as 
producers of local wealth. 


ond largest contributor to the 
Southland’s income. Last year 
1,601,574 tourists journeyed here to 
spend $144 apiece or a total of 
$183,384,423, according to the best 
estimates available. 

To advertisers interested in sep- 
erate Southern California localities, 
Long Beach, San Pedro, Santa Mon- 
ica, Downey, Inglewood, Glendale 
and Burbank paint an attractive 
picture. 


Contiguous Cities Booming 


Over $200,000,000 is being poured 
into the shipbuilding program under 
way at Long Beach and San Pedro. 
Bethelehem Steel company is _ be- 
ginning work on eight destroyers, 
other yards are working on freight- 
ers or building ways, and $18,000,- 
000 is being spent on a naval base 
at Terminal Island. 
complete an $11,000,000 
plant adjacent to the municipal air- 
port in Long Beach in July. Offi- 
cials estimate that 15,000 men will 
be employed here alone. Nearby 
Downey is the location of the Vul- 
tee aircraft plant with a backlog 
of $97,000,000 and a payroll which 
has Jumped from 1,200 last Septem- 
ber to 6,000 today. 

Home of the main Douglas plant, 
Santa Monica, is reaping a rich re- 
ward. Retail sales figures in the 
past few months have jumped 25 
to 30 per cent over the same period 
in 1940. Hundreds of new homes 
and multiple dwellings are being 
built and rentals are at a premium. 


Douglas workers were paid $35,- | 
000,000 in 1940 and this will be | 


greatly exceeded in 
huge factory 


1941. The 


FACTS ABOUT 
SELF-SERVICE STORES 
q _ NUMBER ONE 


$37, 


of all grocery sales 

in DENVER are made 

through self-service 
stores. 


4/7, 


of all families 
in DENVER read 
The Famicy Circe 

every week. 


VIEST COVERAGE OF THE 
F-SERVICE AUDIENCE— 
CONSUMER ADVERTISING 
1S MOST EFFECTIVE ” 


THE FAMILY CIRCLE 
1,400,000 housewife-shoppers 


k * Chicago * San Francisco 


Douglas will | 
aircraft 


|of $1,614, and the plant has a back- 
log of $330,000,000 in orders. 
Burbank and Glendale are also 
vitally affected by the thousands of 
workers employed around the clock 
at Lockheed aircraft factory and 
other defense industries, many 
workers putting in 10 and 12 hours 
a day, six and seven days a week, 
with salaries for ordinary workers 
/ranging up to $70 a week. 
| Aircraft Plants Near 


Close to Inglewood is the huge 
_North American aircraft plant, em- 
|ploying 10,000, the Douglas El 
Segundo plant employing 5,000 and 
Northrup with almost 2,500. 

Similar conditions exist in many 
other smaller communities adjacent 
to metropolitan Los Angeles and 


ADVERTISING AGE 


are directly affected by the manu- 
facture of various types of defense 
materials. 

A peculiar situation is reported 
by one large radio station in Los 
Angeles. Advertisers are showing 
increased interest in the very late 
period from 11 p. m. to 1 a. m., and 
this is attributed to the fact that 
approximately 30,000 families are 
affected by the change of working 
shifts in airplane factories at mid- 
night. This is a situation new to 
Los Angeles, where one eight-hour 
shift has been the rule. 


Gets ABP Membership 

The Standard Rate & Data Serv- 
ice, Chicago, has been admitted to 
membership in the Associated Busi- 
ness Papers. 


Business Paper 
Linage Continues 
Upward Trend 


Chicago, May 15. — Advertising 
linage in 112 business papers for 
April 1941 was 8.7 per cent ahead 
of April, 1940, according to figures 
compiled by Industrial Marketing. 
For the first four months of this 
year there is a gain of 12.08 per 
cent over the like period in 1940. 

In the industrial classification 82 
papers showed a gain of 10.58 per 
cent for April and 14.34 per cent 
for four months. Trade _ papers, 
numbering 19, showed a gain of 
2.01 per cent for April and 3.2 per 
cent for the first four issues of 1941. 


There was a 2.74 per cent gain 
for the 11 papers in the class group 
for April and a gain of 7.73 per 
cent for the first four months of 
the year. 


Hadlock to RCA 


Perry Hadlock, formerly manager 
of the radio sales division, General 
Electric Company, has joined the 
international division of RCA Mfg. 
Company, Camden, N. J., to pro- 
mote the company’s products in 
Latin-American markets. 
Makelim to Covert 

Hal R. Makelim, Chicago man- 
ager for Station WHN, New York, 
for the past two years, has resigned 
to take the presidency of Covert 
Company, Chicago radio production 
company. 


now employs 20,000 | 
men, getting a yearly average wage | 


| 


"They buy what KNX advert 
says Druggist Ward _ 


il 1 


Progressive druggist in Long Beach, California, is J. S. Ward. 


ae 


Nes ae 
e 


ises" 


supplied what consumers demand. 


to swing this demand to KNX-vertised products. 


For sixteen years—twenty-four hours a day—Ward Drug has 


Like others, Druggist Ward has witnessed KNX’s power 


“People in Long Beach listen to KNX,” he says. ‘Here in 


the store they ask for the things they hear about on KNX.” 


REPRESENTED NATIONALLY BY RADIO SALES with offices located in New York, Chicago, Detroit, St. Louis, Charlotte, San Francisco 


There’s little conjecture about KNX results 


on the part of people on the Southern Cal- 


ifornia sales front. Ask any retailer about 


radio in the West's richest market. He'll 


pick KNX, naturally, for he knows that its 


power to sell is first to be felt at retail counters. 


’ 50,000 WATIS COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA 


OWNED AND OPERATED BY THE COLUMBIA BROADCASTING SYSTEM 
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ADVERTISING AGE 


May 19, 


Exhibit Cream of 
1940's Best Art 
Work in New York 


(Pictures on Page 39) 

New York, May 13.—The cream 
of last year’s creative advertising 
output, represented by 280 paintings, 
illustrations and photographs se- 
lected from 4,300 entries, was placed 
on view here last week when the 
20th annual exhibition of the Art 
Directors Club opened at the Asso- 
ciated American Artists Galleries. 
The exhibition continues through 
May 24. 

Among the prize winners were 
J. M. Mathes, which received three 
medals and one certificate for dis- 


tinctive merit; Young & Rubicam, 
one medal and five certificates; 
Bowman, Deute, Cummings, one 


medal and one certificate; J. Walter 
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When you use the 


MIDWEST 
FARM PAPERS 


. . you get almost TWICE the farm 
coverage of the average National 
farm paper in the Midwest, and at al- 
most TWICE the subscription price. 


@ Prairie Farmer @ Nebraska Farmer 
@ Wallaces’ Farmer & towa Homestead 
@ Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


Thompson Company, one medal; 
and Sherman K. Ellis & Co., one 
certificate. 

The full list of prize winners in 
the various classifications is as fol- 
lows: 

Color Illustrations: 
to Carl Ericson for advertisement 
designed by Art Director Claude 
M. Hurd for 
Company through J. M. Mathes. 
Awards for distinctive merit to 
Peter Helck for H. J. Heinz adver- 
tisement designed by Art Director 
Rocci de Marco through Maxon; and 
to Glenn Grohe for advertisement 
designed by Art Director Robert E. 
Wilson for Travelers Insurance 
Company through Young & Ru- 
bicam. 

Black and white illustrations: 
Medal award to Peter Helck for 
York Ice Machinery advertisement 
designed by Art Director Lester Jay 
Loh through J. M. Mathes. Awards 
for distinctive merit to Eric Mul- 
vany for advertisement designed by 
Art Director Morris E. Rosenblum 
for L. Bamberger & Co., and to V. 
Bobri for Matson Navigation adver- 
tisement designed by Art Director 
Lloyd B. Myers through Bowman, 
Deute, Cummings. 


Steichen Honored 


Color photographs: Medal award 
to Edward Steichen for 
Navigation advertisement designed 
by Art Director Lloyd B. Myers 
through Bowman, Deute, Cummings. 
Awards for distinctive merit 
Louise Dahl Wolfe for American 
Viscose advertisement designed by 
Art Director 
J. M. Mathes; 
Hiller for 


and to Lejaren A. 
Hiram Walker advertise- 


Medal award | 


| 


American Viscose | 


Matson | 


| 


| 
| 


| 


to | 


| 


Claude Hurd through | 


ment designed by Art Director Hu- | 


bert F. Townsend through 
men K. Ellis & Co. 

Black and white photographs: 
Medal award to MacBall Studios for | 


Sher- 


advertisement designed by Art Di- ‘Floyd M. Davis for 


rector Lester 
land Casualty 
J. M. Mathes. Awards for distinc- 
tive merit to Lejaren A. Hiller for 
advertisement designed by Art Di- 
rector Robert E. Wilson for Agfa 
Ansco Division, General Aniline & 
Film Corporation, through Young 
& Rubicam; and to Leo Aarons for 


Jay Loh for 
Company 


Mary- 


@ The present superior 
coverage of WSYR will be | 
reatly enlarged with this | 


new power on 570 K. C. WN 


WSYR 


ANNOUNCEMENT 


HT 
W S Y 2 il 


WILL SOON INCREASE ITS POWER HH 
FROM 1000 WATTS TO WH 


5000 Watts — 


Authorized by the Federal Communications Commission 


Construction Work Will Start Shortly 


1923 | 1936!) 1941, 


1} 


570 K. C 


5000 Watts 
N.B.C. 


250 Watts 1000 Watts 5000 Watts 


GRAPHIC CHART OF 


WSYR 


POWER INCREASES 


| 


MAY ADVERTISING LINAGE. IN FARM PAPERS 


Display Including Display Display Including Displa 
Poultry and Livestock Advertising Poultry and Livestock Advertis 
1941 1940 1941 1940 | 1941 1940 1941 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines I 
Monthlies | Oregon Grange Bulletin 13.9 14,966 15.3 16,492 14,966 1 
| American Poultry Journal Utah Farmer 17.9 13,501 18.4 13,874 11,805 1 
Eastern Edition .... 14.8 6,336 14.8 6,341 001 oss | Western Farm Life 21.7 16,989 0.6 16,129 13,811 1 
Central Edition .. 9.9 4,259 9 3,989 ,538 O87 
Western Edition 6.8 2,898 6.2 2,675 2,130 1,688 Total Group 124,724 9 1 
$In all 3 Editions.. 6.5 2,807 5.8 2,472 090 1,613 Bi-Weeklies—April 
| *Retter Fruit . Sa 4.217 86 2 629 4,217 2 699) American Agriculturist 24.1 17,547 » O15 
Breeders Gazette .. 15.7 7.056 17.3 1.787 4,257 4.450 | Arizona Farmer 0.5 15,498 ».458 
| California Citrograph.. 17.4 11,724 176 11,812 11,724 11,812] California Cultivator .. 25.2 19,061 376 
| Capper’s Farmer a 30.4 20.678 37.5 25.493 0, 25.00 Dakota Farmer 1s.4 14,19 O85 
*Carolina Co-Operator 6.2 2 660 89 TA8 ) 738 Farmer, The 
Country Centleman 19.9 96 47.6 7 31.771 | General Edition 81.5 1,674 22,299 
a*Electricity on the | Local Edition 15.5 27,853 478 
Farm .. 13.4 4.783 1 2.641 4,783 9.641 | Idaho Farmer 21.5 16,259 250 
Farm and Ranch 20.1 15,162 22.7 17,191 13,319 16,071 | Indiana Farmers’ Guide 15.4 12,071 oo 
Farm Journal & | Kansas Farmer 17.7 13,429 O60 
Farmer's Wife 40.8 17,491 44 19,080 16,800 18,148 Michigan Farmer 28.3 21,782 7 
*Florida Grower Mag 9.2 6.229 10.1 6.842 6,229 6.842 | Missouri Ruralist 19.3 14,689 10% 
*Hoosier Farmer 15.5 6.962 16.0 7.200 6.962 7.200 Nebraska Farmer 29.4 21,371 111 
*Idaho Granger 5 7 6.146 _ 7 6.212 6146 919 | $Average Four Editions 31.4 22,826 is4 
*Kentucky Farmers’ New England Home ' - . 
Home Journal 4° 7.210 70 11 6.45 4.897 stead TrriTiT Ts 24 17,129 736 
National Livestock Ohio Farmer 3.4 5,645 60 
Producer ‘ ' 5.1 ,.702 2.0 29218 ‘ 2,112 | reson Farmer 22.1 16,689 “— 
*New Jersey Farm |} Pacifie Rur: - Press , ’ 
& Garden 2 10,593 0.2 9,100 1 HOR 7.644 | Northern Edition 1,430 ’ 6.448 24,947 
*Ohio Farm Bureau Southern Edition eo 2aue ¢ 38,288 28.088 
News 11.2 5 OR 11.7 81 4.99 8] Pennsylvania Farmet 1.2 23,932 36 0,212 26,797 
Poultry Tribune —. , ind. NMtlnn + 22618 99 £07 178 
Eastern Edition 19.6 8.420 20 8.769 o89 9 : Piscine —hcicrgtaaaas gee : ne gt 
Central Edition 16.3 ‘ +} 16 : 6.850 207 4 Le. Rural New . Yorker . u +4 e308 $6 18,818 ! on¢ 
Western Edition... 12.0 65 12.9 6.526 4,767 4,222 | Wallaces’ Farmer orons e eeeee 44. 
Pacific Edition coos Se 83 14.7 6,200 1,698 4,615 | Washington Farmer ged 44 +4 aa . a +g +4 
SIn all 4 Editions... 11.2 4,796 11.8 5.075 4,329 963 Wisconsin Agriculturist 25.3 19,852 26.0 20,394 17,908 
Progressive Farmer . 
: oF , oe . Total Group 5 70 421,08 i 
Carolina-Va Edition 23.8 1 9 8 20,601 16,985 01 } ; 
Georgia-Ala Edition 23.2 16,961 27 19,985 16,715 19.658 cocae Wome : 10.8 so 9.004 «7.38 
Kentucky-Tenn, Ed'n 21.7 15,817 © 18,648 15.561 18,397 | ro ivmen’s Leagvc 
Mississippi Edition... 22.0 16,046 26.6 19.252 15,888 18.9% ia | - 4 e 89 1.7 
Texas Edition 24.4 17.749 27 19,852 17,188 19,299 Washington Grange 
§In all 5 Editions 19.8 14,420 8 17,07 14,386 16,980 News 14.9 16,1234 179 19,390 16,134 
§Average 5 Editions, 23.1 16,78¢ 7.0 19.688 16,467 19.268 | weeny Kansas City 
Southern Agriculturist 15 7 «10.963 14.4 10,09 10 83 9 O48 Star Missouri Edition 8.6 21,218 7.4 18,290 15 1 
Southern Planter 17. 12,339 18.6 13.00 11,578 12,487 
Successful Farming 41 18.697 44 0,024 18,230 19,399 Total Group 0 O.OS0 44,015 
Dailies—April 
al Group 329,631 349.104 305,459 248 | Chieago Daily Drovers 
Monthlies—Apett } aomael 1 47,09 O90 44,425 7.171 = 
American Fruit Grower 18.2 8,237 15.9 1,13: 8,237 7.1 Kansas City Daily 
Arkansas Farmer 5.9 4.447 § YSR2 4.447 S Drovers Telegram 1.1 61,251 0.9 44,454 4 ' 
Wyoming Stockman Omaha Daily Journal 
Farmer 6.5 78S ( 621 o4 “9 Stockman 22.8 48,4 ' ‘ 869 = 
St. Louis Daily Live 
Total Group 5 s.472 16,736 18,248 14, ' Stock Reporter 0 13,68 17.1 6,481 5S 5 
Semi-Monthlies—. April 
*California Grange Total Group 190,511 172.728 147 | 
News 17.6 18,956 15.4 16,548 18,956 16,548 
Farmer-Stockman 19.7 14,919 1.4 16,205 13,715 14,736 *Figur provided by publisher 
Hoard’s Dairyman 29 1.209 ® 18,230 19,241 16,1 §Not included in’ total 
Missouri Farmer 8.7 6.815 4 7.591 6,731 6.975 a—1940 ill page 8 lines 1941 format includes 
Montana Farmer 2.8 17,272 19 14,857 15,847 13,7423 | pages; also 238 line pages 
‘ P “ Den | . . 
Cluett, Peabody advertisement de- Gains General ‘Shinola Offers Prizes 
signed by Art Director Jack An- | With cash prizes amounting to 
thony through Young & Rubicam. | $1,000, Shinola Division of Hecke: 


through | 


| 


| 


| 


| 


| ton L. 


Continuities: Medal award 
General Foods 
advertisement designed by Art Di- 
rector Francis E. Smith through 
Young & Rubicam. Awards for 
distinctive merit to J. Williamson | 
for Cluett, Peabody advertisement | 
designed by Jack Anthony through 
Young & Rubicam; and to Hank 
Berger for Life Savers advertise- 
ment designed by Art Director 
Francis E. Smith through Young & 
Rubicam. 
Cover Awards 

Magazine covers: Medal award to 
Will Burtin for Architectural Forum 
cover designed by Art Director 
Paul Grotz. Award for distinctive 
merit to Pierre Roy for Vogue cover 


designed by Art Director Dr. M. F. 
Agha. 
Poster: Kerwin H. Fulton medal 


to Norman Rockwell for P. Ballan- 
tine poster designed by Art Director 
Burton E. Goodloe through J. Wal- 
ter Thompson Company. 

Class magazine advertisement: 
Award for distinctive merit to 
George Platt Lynes for Carson, 
Pirie, Scott advertisement designed 
by Art Director E. Mayer. 

Newspaper advertisement: 
for distinctive merit to 
Diamond for 
vertisement. 

Booklet illustration: Award for 
distinctive merit to V. Bobri for 
Nolde & Horst booklet illustration 
designed by Art Director Grace M. 
Jones. 


Lima Ad Club Holds 
First Grid Dinner 


“Stuffed shirts” among local busi- 
ness and political leaders at Lima, 
O., met a thorough going-over at 
| the first annual gridiron dinner of 
| the Advertising Club of Lima. 

Twenty-six skits were presented, 
leaving little doubt of the identity | 
of characters being “roasted.” Mor- 
Clark, a director of the club, 
was general chairman of the event. 


Award 
Harry O. 
Childs restaurant ad- 


Paradise Inn to Pepper 

Paradise Inn, Cresco, Pa., 
placed its account with J. W. Pep- 
per, Inc., New York. This 


500 Fifth avenue. 


Siebert Advanced 
Charles T. Siebert, Jr., 
assistant treasurer 
ager, has been appointed 
to the vice-president 


Corporation, Pittsburgh. 


to 


has 


agency 
has moved to 1 E. 42nd street from 


formerly | 
and credit man- 
assistant 
in charge of 
sales of the Carnegie-Illinois Steel | 


in Farm Paper 
Linage Figures 


May 15.—Only the May 


Chicago, 


\tising linage when compared with | 
|the same months a year ago, ac- | 
cording to the ADVERTISING AGE 1 
lishers’ Information Bureau. 
monthly papers showed a 
cent loss dropping from 349,104 to | 
329,631, while the April bi-weeklies 
sagged from 470,353 to 463,222 for | 
a 1.5 per cent loss. 

The April semi-monthlies showed 
a 4 per cent gain, going from 119,926 | 
lines to 124,726. Four April weeklies 
went from 50,580 lines to 52,807 for 
a 4.4 per cent gain. Four dailies | 
zoomed from 172,721 to 190,511 for a 
10.3 per cent increase. A few April 
monthlies showed a 10.3 per cent | 
gain. 

The large increase of the daily | 
farm papers followed a 19.1 per cent 
jump which they took the month | 
previous. 


The | 


Sears Labels Approved 
Labels to be used by Sears, Roe- | 
buck & Co., Chicago, on sheets and | 


towels as soon as_ present label 
stocks are exhausted have been | 
approved by the National Con- | 


sumer-Retailer Council, New York. | 
The labels, an aid to consumer buy- | 


ing, tell what the products are 
made of, how they are made and 
how they can be expected to per- 
form. 


To “Family Circle” 

Charles Van Cott, formerly mer- 
chandise director for Albert Frank- 
Guenther Law, Inc., New York, and 
advertising manager for Merrill 
Lynch, E. A. Pierce & Cassatt, has 
been appointed sales promotion 
| manager of Family Circle Magazine. 


Approves Price-Fixing 

The Michigan house has passed 
}and sent to the senate a milk price- 
| fixing bill which would guarantee 
milk producers a wholesale price 
equal to half of the doorstep-deliv- 
ered price. The measure is designed 
|} to take the place of the 1939 milk 
marketing act declared unconstitu- 
tional by the state supreme court. 


Ayer to Plymouth 


Ray Ayer, with the Chrysler Cor- 
poration central sales staff since 
1935, has been appointed sales 
executive of Plymouth Motor Cor- 


| poration, Detroit. 


| Products Corporation, 


monthly and the April bi- -weekly | the NBC Red network. 
farm papers showed losses in adver- | being provided with streamers, con- 


5.6 per | sales staff in New 


Indianapolis 
will publicize a contest in behalf of 
its white shoe cleaner over the 
radio program, “Lincoln Highway,” 
Saturday morning Shinola show on 
Deale 


ire 


| 


analysis of figures supplied by Pub- Promotion for DeRussy 


test blanks and package stickers for 
the contest. 
John S. DeRussy, of the NBC 


York, has been 


named sales manager of Station YC 
| KDKA, Pittsburgh. He = succeeds 
William E. Jackson, who was re- 
| cently appointed sales manager of 


| Westinghouse Radio Stations, Inc 


Philadelphia. 


LAUREL IMPROVED 
OFFSET LITHOGRAPHY 


for EFFECTIVE, ECONOMICAL 

BOOKLETS + FOLDERS 
MAILING PIECES 

BLACK & WHITE. COLOR WORK 


FREE DESCRIPTIVE 
MANUAL ON REQUEST 


SINCE 
LAUREL PROCESS COMPANY (>>™annmm 
480 CANAL STREET. NEW YORK TO KNOW F 


Walker 5. 3030 ° 


vertising. 
1 out of 


Grange 
One low og 


€ 
order — on 
the jod- 


PACIFIC GRANGE FARM GR gROU? 


Mills Building, San Francise® 


Representatives + 
1.Wm. Hastie, N.Y. + tll 
Duncan A. Scott, Pacific 
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CANADIANS, SOUTH AMERICAN AMONG NAB GUESTS, DELEGATES 


: 
a | 

ab ® —_— 
— . 


oe t 


+ 


> picture at far left are John L. Gillin, Jr. WOW, Omaha; John Fetzer, WKZO, Kalamazoo, Mich.; H. R. Carson, To- 


ronto; Don Searle, KOIL, Omaha; William West, WTMV, East St. Louis, Ill., and Herbert Hollister, KANS, Wichita. Second 


from left are John A. Kennedy, WCHS-WPAR, Charleston, 


Martin Campbell, WFAA, Dallas. 


W. Va.; George W. Norton, Jr., WAVE, Louisville, 
Second from right are Harry R. Spence, KXRO, Aberdeen, Wash.; John Elmer, WCBM, 


and 


Baltimore; Howard Lane, KFBK, Sacramento; W. Walter Tison, WFLA, Tampa; Glenn Bannerman, president, Canadian 


Association of Broadcasters, Toronto, and Gene O'Fallon, KFEL, Denver. 


At extreme right are Edward Klauber, executive 


vice-president of CBS, New York City, and Dr. Julio Barata, director of Ministry of Information of Brazil, Rio de Janeiro, 
a South American contribution to the convention. 


OFFICIALS AT NAB, 


IRNA BOARD MEETINGS 


Leaders at the St. Louis convention included, at far left, Frank M. Russell, vice-president, NBC, Washington, D. C.: Clar- 
ence Wheeler, WHEC, Rochester, N. Y.; J. H. Ryan, WSPD, Toledo; Harry Sedgwick, CAB, Toronto; Clifford Chafey, 


WEEU, Reading, Pa.; and Niles Trammell, NBC president. 


In center picture, attending IRNA board meeting, are L. B. 


Wilson, WCKY, Cincinnati; Arthur B. Church, KMBC, Kansas City; Paul W. Morency, WTIC, Hartford, Conn.; and Samuel 


R. Rosenbaum, WEIL, Philadelphia, IRNA chairman. 


At right, among those who attended NAB board meeting, are 


Joseph Sedgwick, CAB, Toronto; O. L. Taylor, KGNC, Amarillo, Tex.; Harrison Holliway, KFI-KECA, Los Angeles; Guy 
Herbert, All-Canada Radio Facilities, Toronto; and Harold Hough, WBAP, Fort Worth, Tex., making up a group from 


almost every direction of the compass. 


Cape Girardeau 
Celebrates with 
Radio Program 


Cape Girardeau, Mo., May 12. 
This city took to the air waves Sat- 
urday to promote itself with a pro- 
gram considered as something new 
in the field of community exploita- 
tion. Using Station KMOX, St. 
Louis, as the outlet, more than 18 
hours of broadcasting entertainment 
emanated from this city. 

A three-week campaign preceded 
the celebration of Cape Girardeau 
Day. Pictures and advertisements 
appeared in 60 daily and weekly 
newspapers in the area, and an- 
nouncements were made over seven 
radio stations. Handbills and a 
civic parade helped build interest. 

Special Salute Program 

A large proportion of KMOX 
talent was transported to Cape Gi- 
rardeau for the day of broadcast- 
Besides special activities there 
were personal appearances and a big 
night show. A special salute pro- 
gram was written for the event. The 
Junior and Senior Chambers of 
Commerce were leading factors 
back of the day’s program. Plans 
are afoot to make the celebration 
an annual event. 


ing. 


Adrian Bauer Appointed 


Adrian Bauer Advertising 
Agency, Philadelphia, has been 
named to handle advertising of 


Blagden Bros. Company, New York, 
distributor of Chrysler Airtemp; 
and John H. McClatchy, real estate 
development. 


Elected Club Head 

Ira J. Murray of the Clare Blaks- 
lee Advertising Agency, Lansing, 
Mich., has been elected president 
of the Lansing Sales and Advertis- 
ing Club. 


RAPID COPY SERVICE CO. 


e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bldg. . . CLEVELAND 


Scan Future of 
Advertising af 
AFA Convention 


Rubicam, Patterson, 

Bridges to Speak at 

Annual Meeting 

Boston, May 15.—Advertising will 
take an earnest look into the future 


at the 37th annual convention and 
exposition of the Advertising Fed- 


ANIMATE 
YOUR TRADEMARK 
meine: 


Point-of-Purchase Displays 


M. Peanut is approximately 12 inches 
‘igh and is made of hard rubber. The 
wm holding the wine glass moves up 
ind down and he blinks the eye with 
%e monocle. This display of Planters 
Nut & Chocolate Company, was de- 
ined for use on counters and windows 
© promote Cocktail Peanuts. 

The high ‘‘attention commanding” 
"ect is reflected in increased sales and 
thusiastic cooperation of retail outlets 
verywhere. 

-et us design a display to dramatize 
our trademark. All are made in our 
*" or affiliated factories. AND we 
‘nish IDEAS. Write or phone. 


"ARDNER DISPLAYS 


West Gist ST., NEW YORK CITY 
Circle 5-7590 


MELWOOD ST., PITTSBURGH, PA. 
MA yflower 9443 


eration of America here May 25-29. 
Hotel Statler will be headquarters. 

Raymond Rubicam, chairman of 
the board, Young & Rubicam, will 
speak at the general luncheon ses- 
sion May 28 on “What Is Ahead for 
Advertising in the World of Tomor- 
row.” Another speaker at that 
will be Brigadier General 
zewis B. Hershey, deputy director 
of the selective service system. 

The luncheon session May 26, at 
which Paul Garrett, vice-president, 
General Motors Corporation and 
AFA board chairman, will give the 
keynote address, also will be fea- 
tured by an advertising “town 
meeting” on the subject of “How 
Advertising Can Best Serve De- 
mocracy Today,” the convention's 
keynote. The discussion will be 
conducted by George V. Denny, Jr., 
of the Town Hall radio program. 
Assisting him will be Hill Blackett, 
vice - president, Blackett - Sample- 
Hummert, Chicago; Carle Conway, 
chairman of the board, Continental 
Can Company, New York; Dr. 
George H. Gallup, president, Amer- 
ican Institute of Public Opinion and 
vice-president, Young & Rubicam; 
and Harford Powel, information 
director, U. S. Treasury Depart- 
ment. Elon G. Borton, president 
of the AFA and advertising direc- 
tor, LaSalle Extension University, 
Chicago, will preside. 


Bridges to Talk 


“The United States Foreign Pol- 
icy and Its Effect on the Future of 
Newspaper Advertising” will be the 
subject of a talk by Senator Styles 
Bridges of New Hampshire at the 
May 27 luncheon of the New Eng- 
land Newspapers Advertising Exec- 
utives Association. Grove Patter- 
son, editor, Toledo Blade, will talk 
on “Our Responsibility to Democ- 
racy” at the annual banquet on the 
evening of May 26. 

Among the specialized groups 
With separate programs planned 
are: Direct Advertising Conference, 
Foreign Language Press Association 
of New England, House Magazine 
Editors, Industrial Advertising Con- 
ference, Magazine Advertising Con- 
ference, Newspaper Advertising 
Conference, National Association of 
Broadcasters, Sales Managers Divi- 
sion, Outdoor Advertising Associa- 
tion, Premium Advertising Associa- 
tion and the Public Utilities Adver- 
tising Association A consumers 
luncheon, sponsored by the women’s 
division of the Advertising Club of 
Boston, is planned for May 27. The 
Council on Women's Advertising 
Clubs will have a breakfast session 
May 25. 


session 


Increase Night Power 


Stations WMCA and WNEW, New 
York, have been authorized by the 
Federal Communications Commis- 
sion to operate on a power of 5,000 
watts day and night. Both stations 
have hitherto operated 5,000 watts 
day and 1,000 watts night. 


Gen, N. B. Forrest, Memphis Confederate raider, who originated modern cavalry tactic 


WE SLEPT LAST NIGHT 
IN THE ENEMY’S CAMP 


Special to the Memphis Appeal—BATTLEFIELD, April 7 


YO WIRED staff 
respondent in the field with the 


our own cor- 


‘ 
Confederate armies at bloody Shi- 
loh. The year 182. the 


two-day fighting he filed dispatches 


Thruout 


almost hourly from the battlefield. 


His were the casualty lists, too. 


Southerners will never forget 
role of the Memphis Appeal in the 
Civil War. 
the 


all the bitter days until Lee’s sur- 


From the very forma- 
tion of Confederacy, through 
render, 
the 


it was infinitely more than 
South's NEWSpaper. It 


expression and the sym- 


be- 
came the 


bol of a whole people. 


the 


The 
long 


War 


since 


have 
But 


the roots of The Commercial Ap 


and its enmities 


faded into time. 
peal have grown ever deeper. Now, 


as yesterday, it reflects the high- 
est purpose of the Southern people. 
With all 
101 


Inspiration to a new 


the achievements of its 


years, it serves today as an 
South emerg- 
future. 


Ing into a new 


And with its treasure-chest of life- 
long loves and loyalties, it stands 
preeminent as a great 


South .. 


newspaper 


of the . a tremendously 


resultful medium for advertising. 


THE MEMPHIS 


COMMERCIAL APPEAL 


Voice of the 
Confederacy 


Sa 
THE 


Baily Appeal. ‘HE CL WAR BRON! 


\ MEMPHIS. 


TheConflict Inaugurated 
at Charleston’ 


LARGEST CIRCULATION ® THE CITT 
> ce Fed (he POORTH riers 


ee a SUMTER ATTACKED! 


al Py ~ po 
— ~The Fire Keturned 
P by Andersen: 


Southerners in the Civil War called 
the Memphis Appeal “The Voice of 
the Confederacy.” Its flight 
throughout the war-torn South 
dodging victorious Federal armies 
is one of the greatest romances in 
American journalism. Lacking ink, 


the Appeal was printed with shoe- 
blacking. 


For three years after the fall of 
Memphis, the Appeal traveled with 
Confederate armies. It was pub- 
lished in six different cities before 
Federal cavalry finally captured its 
editors and smashed its equipment 
in Georgia at the very close of the 
war. (War-time drawing of Battle 
of Shiloh, Harper's Weekly, 1862.) 


Vicks- 


bronze tablets on the 
burg Battlefield honor “The Appeal 


Five 


Jattery.” Recruited and equipped 
for the Confederate Army by the 
Appeal, it fought under the paper’s 
colors at the battles of Corinth and 
Vicksburg. The battery captain 
was killed at Vicksburg. (Drawing 
also a war-time sketch.) 
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26 ADVERTISING AGE May 19, 194; 
. STATE-FINANCED ADVERTISING 
tates Uird tor Battle oneaniaaion 005 Agere ag 
State in Charge Address Name of Director priation Agency 
Alabama State Planning 2N. Perry St., A. J. Hawkins $40,000 Sparrow Advertisi; 
s ) | Commission Montgomery Agency, Ine Birr g 
State Bureau of Pub- J. R. MeCoy $10,000 ham. 
ver ourists '@) ars licity & Information Montgomery None 
Arizona Division of Publications Raymond Carlson $100,000 None 
& Travel, State High- 
in the advertising parade. Nine way Dept. Phoenix 
R oun d u p ° f State- more fell in line two years ago, and) Arkansas Agricultural & Indus- pro yo a H. K. Thatcher $17,500 
° . ‘jal C issi sittle Roe 
F inance d Promotion several use two or more state agen- Sabtialie mubvicery a x Glenn A. Green $39,500 
° ° cies. New York, however, has just Gammon Little Rock 
Units 1S Presented wrapped several units into a single | Colorado State Planning 1230 State Office Edward D. Foster $50,000 € pay ¢ ; Adv 
+ on —— ‘ homi y > or ompany, a 
Division of Commerce and Industry, Commission bldg., Denver Broyles Compan) 
By JOHN B. MILLER with more than a quarter million perigee. - 
e ey «& unter, n 
Chicago, May 15.—Despite defense dollars to spend on its tasks. Goldberg Advert 
Pes Msgiy : ; Agency, Denver “ 
demands and the prospect of crush- Shows State Totals 
ing new tax loads, these United , , ‘onnectic ' etic »velop- stute Office : tichard B. Walsl $75,0008 Charles W. Hoyt 
States are snecehiog toward bigger Estimates of the money appro-| ‘°""* — ak tae Hartt = re Ses aes ; pany, Inc., Hartt 
Ole S c « € . SF < , ied , 
a ; ‘iated | > states emselves, | jejorid: sures , icrati Saths ayo $75 * 
and better advertising expenditures | Pi" ited by the stat themse Florida sureau of Immigration, Nathan May ¥19,009 
stiles . along with regional, cooperative, and Dept. of Agriculture Tallahassee 
to attract tourists and permanent! municipal agencies, have ranged | !!linois Illinois Development Harry S. Canfield $125,000* Kk. H. Brown Adv: 
residents, to bring in new industries, | , . ~~ ; nats t : iy th: Council Springfield Agency, Chicago 
and to boost sales of their most | £o™ between three to more on Indiana Division of State 522 Board of Trade J. H. Albershardt $25,000 Sidener & van K 
: ees ‘ |six million dollars a year—putting Publicity bldg., Indianapolis Inc., Indianapolis 
famous products. : , A, , ‘ , ' $70,000 Wales Advertisi: 
; a them up in the front ranks among| Kansas Industrial Development Rk. A. Clymer 70, ales 4 
The worth of advertising comes | .dvertisers Commission Topeka Agency, Topeka 
in for special attention this year—|"~ 0. P 3 ge | Kentucky Division of Publicity, G. M. Pedley $20,000 
when all but five state legislatures | Strictly state appropriations, Conservation Dept. Frankfort 
z aa | drawing on tax money in the gen-| Louisiana Dept of Commerce & G. T. Owen $50,000 
have convened or are currently ond tel e the re nective tates Industry taton Rouge 
: Helene re s oO >» respective states, a * . J . ‘ rr 
meeting to make new appropriations | § - po , : : ' wt ; : Maine Maine Development Statehouse Everett F. Greaton $185,000 Brooke, Smith, 
for the coming year or the 1941-43; @re Shown in an accompanying Comenienton Ausente & Dorrance, Inv 
bienni S have heeded ec |chart, drawn up by ADVERTISING York (food prod 
diennium. Some have heeded econ-| , °°. Te vided 1 N. W. Ayer & Sor 
; ; . . | AGE from information provided by ‘ 
omy cries and trimmed sails on their | the C i af State Governments ton (recreational) 
advertising and other budgets; but} “ werner ay: . ~7 . "wet _| Maryland Maryland Publicity State Office bldg., KE. Lester Muller $18,580 Cahn, Miller & N re 
as many or more have already | and by individual state commissions | Commission Annapolis ; a inc., Baltimore 
; : - - 3 , charged with directing the adver-| Massachusetts Development and Indus- Park Square bldg. Lowell M. Cabot $86,000* Lavin Company 
shoved their advertising appropria-| >. * jal C , ; recreat 
; . : tising. Wherever possible, the va- trial Commission Boston Boston (recres 
tions to even higher levels. Sums} °. nies meta ¢ sane James Thomas € . 
, "10ous srcentages vote Oo ‘= . anne —s 
to be spent by other states are still | ™OUS Percentage I Company, Boster 
, ,.| poses and media are shown. The dustrial) 
to be determined by each state’s : : : sa aa - Br 
, ; tourist column, for instance, shows Badger & ro 
lawmakers in session between now a ” Ine foston (ag 
; |a group of “100 per centers states , 
and mid-summer. Ppa Me : a tural) 
whose entire appropl iations = are Michigan State Administrative $162,500 Stevens, Inc., 
Tourists Most Sought concentrated on attracting the tour- Board Lansing Grand Rapids 
Paramount among purp { ist to the exclusion of all other! Minnesota State Tourist Bureau 349 State Office Victor A. Johnston $50,000" Batten. Barton 
areé ) < oO “poses or|. : . , ‘ > sti > ;¢ Osborn, 
ay ‘ . interests. Others apportion a major bidg., St. Paul cine en aa 
which the states have set aside their an testa acivantiel " apolis 
advertising dollars is the tourist | 54’ “° ‘OUTS! aéverts ng. Mississippi Board of Development Jackson K. O. Spencer ve5.co0 wreet 
9 ‘ Nevada Department of High- Robert A. Allen $7,500 Direct 
trade, which may swell to record Others Not Covered wien iSite 0s 
|) ns on eae wr ae See ae Oe ee 
urin 1e =«6winter, as_ travelers sie . Lame » ; shire “pili eceeciegepa* tai wRCOes “utes ; 
pene negeamiom-wnee 4 ds te aate *| special commissions whose funds) new Jersey New Jersey Council Sante Meee. A. W. Coffin $90.000* Federal Advertisit 
OCKe oO vacationiands In SUNNY | are raised by assessments or special Trenton Agency, New Yor 
prccgoe de = a oe “ee excises on the industries in question gg tain . 
ern states. uxperts believe | poe ' ame és » We srooke, Smith, Pre « 
gia" gies 7 are not shown in this table. They Horrance. ine. 
mounting national income will be are, however, heavy spenders. Flor- Sankt taamiaiemal 
reflected in a summer rise in the | jqa’s Citrus Commission spends an United Service Adv 
tourist trade. Many of the states estimated $750,000 a year, by means ing, Newark (rea 
ave © »t oe . : ‘ “0 .) a . ; pad. ss ‘ ‘ | tate) 
have completed plans to attract the! 4¢ accessments on oranges, grape- pace ati i 
visitors and hold them as long as fruit and tangerines. Idaho’s Ad- Company, Newark 
possible. Advertising copy, as usual, vertising Commission, raising its | dustrial) 
will run the gamut of media: news- excise tax on potatoes and onions, | New Mexico State Tourist Bureau State Capitol, Joseph A. Bursey $75,000 neti tne Advert 
apers, Magazines, radio, booklets, age OR A Olle <= ; “het Santa Fe re 3 ing, Albuquerque 
pal é . his anys uses approximately $65,000 a year) yw york iciehae of Casnmeinn fh Dr. M. P. Cather- $256,500 
and maps, mov Acs, panel posters and | jn advertising. An excise tax on Industry Albany wood 
car cards, and direct mail. butterfat gave the Iowa Dairy In-| North Carolina Advertising Division, Rh. Bruce Etheridge $100,000 Eastman, Seott & 
Only eight years ago, half a dozen dustry Commission almost $05.000 Department of Conser- Atlanta 
states rere spe ee s for ad- tees « cate : és “ed vation & Development taleigh 
tates were spe nding fund for ad last year for promotion of the state’s ) Oyio Development & Public- Ct W. i. Meee $10,000* 
vertising. By 1937, 32 states were | dairy products. A tax on potatoes ity Commission Columbus 
| nets Maine $100,000 a year, with | OUresen Travel & Information Harold B. Say $100,000* Botsford, Constant A 
advertising hi jled by the Mai Bureau Salem (iardner, Portland 
EVERLASTING PORCE.- evel ASING ‘tin ea ay . W oo Pennsylvania Penn State Publicity Mark S. James $400,000* Benjamin F. Eshils 
Jevelopment Commission. In Wash- Campaign, Dept. of Room 120 Main Company,  Philad: 
LAIN ENAMEL GUARAN- ington, a tax on boxed apples Commerce Capitol, Harrisburg (tourist); Kete! 
. , : . MacLeod & Grove 
“ovides : as g State 
TEED FOR 10 YEARS | prov ides__ the . W ashington tat pusshetet Cebu 
| Apple Advertising Commission with . “= ; ee 
| . Rthode Island Industrial Commission State House, W. S. Allen $2,500* 
$200,000 a year for promotion, and ; 
sine , == : I : ‘ . 5 Providence 
a tax on butterfat will give the Secretary of State Providence Armand H. Cote $15,000* Lanpher & Sechonfa 
Washington State Dairy Commission Inc., Providence 
South Dakota State Highway A. HL. Pankow $35,000 
Commission Pierre 
Public Relations Bureau Sioux Falls York Sampson $5,0008 
Tennessee Division of State State Office bldg B. oT. Gregory $75,000 CC. P. Clark, Ine 
Information Nashville Nashville 
WHAT YOU WANT tan Depattenant at Pablietts $100,000° 
& Industrial Develop 
r - ment Salt Lake City 
IN BOSTON Is eee Vermont Office of Publicity Serv- Harold Chadwick $46,500 Hays Advertising 
ice, Dept. of Conserva- State House, Agency, Ine., Burli 
tion & Development Montpelier Townsend Adverti - 
Service, Burlingtor 
gosto Virginia Division of Publicity 914 Capitol St J. Stuart White $70,000 Houek & Co., Riel nd 
ot yre@D i re aa rf and Advertising Richmond 
| \ s s ss Washington State Progress Charles F. Larrabee $125,000 Washington Stats Ad- 
Commission Olympia vertising Agency t 
Seattle 
per dollar West Virginia Publicity Commission Charleston Bruce Crawford $237.500 Beaumont & H 
Ine., Charleston 
Wisconsin Recreational Publicity State Office bldg J. H. H. Alexander $75,000 
g A Division, Conservation Madison Cramer-Krasselt 
Dept. pany, Milwaukee 
sperm ‘e Department of Agricul Ralph M. Ammon $75,000 
ture Madison 
Wrvoming Department of Com- Capitol bldge., (;. ©} Houser 20.000" Conner Advertisi: 
meree and Industry (hevenne Agency Denver 
bd 4 4 *Estimated 
> a] 7 . 
This is the radio ai 
e : ’ a $133,000 biennium fund for pro- agencies as Californians, Inc., All circulate pamphlets, folde: and 
station for ) OU! motion of dairy products. In Cali- Year Club of Southern California, maps. Phoenix and Tucsor ave 
MASSACHUSETTS fornia, scores of farmer and grower Greater North Dakota Association, done some independent adve! pe 
BROADCASTING * co-ops, such as the California Fruit and Montanans Inc. None of this; Tourist traffic in the canyo! al 
-" . - . ‘ . ~Y,. . =t< > va “Ali al als. 
CORP Growers Exchange and the Cali- money, of course, is appropriated by | C@¢tus state, according to of 
© fornia Walnut Growers Association,| the actual states themselves. —_— 
COPLEY-PLAZA HOTEL into the In Alabama. 84 per cent of the P= wwwwwwewee “4 


BOSTON, MASS. 
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Nerone! Representatives 
HEADLEY-REED COMPANY 


wew YORK cHicaco 
OfTROIT . ATLANTA 


BOSTON’S “STAR SALESMAN“ 


annually toss 


huge sums 


promotional pot. 


Regional Groups Busy 


Extra tens of thousands of dollars 


are 
by 


poured 
such 


into 
regional 


advertising 
the 


state 
groups 


as 


Southern Governors Conference, the 


New 


Pioneer 


England Council, 
Northwest Tourist 
Valley 


Pacific 
the 
with 


the 
Association, 
Association 


headquarters at Northampton, Mass., 
and the Evergreen Playground As- 


sociation, 


Vancouver: 


which sings 
of Seattle, Tacoma, 
and 


the praises 
Victoria and 


by such private 


In Alabama, 84 


$40,000 available this year is being 
the tourist. 


pointed at 


and local chambers 


visitors and 
cessions and plant 


fered by local communities to 


terested industries. 


Arizona Gets Boost 


7 
In Arizona, the recently-ad- |B 
journed legislature voted the state > 
highway department $100,000—a > 
$25,000 increase—to publish the > 
magazine Arizona Highways and 


] 

7 

, 

spending another $25,000 to attract,» 
industries. 
7 

: 


per cent of the 


The 
of commerce are 


state 


Tax con- 
facilities are of- 
in- 


Co 


nn.’s U. S. 1940 
Income Tax Receip's 


Increase 120% 


With the state of Connecticut re 
ing a new high gain in U. 8. 
tax receipts of 120% 
highest 
country, 
program prosperity 


ine 
for 1940, oF 
records in the ¢ 
splendid before-de! 
of the great 


Haven market is most aptly refle: 


The New Haven Kegister. 

reaches more homes in more t 
and cities in Connecticut than 
other newspaper, has 888 indus! 
plants in its market, that is re 
ing a new high in defense prov 
tion. 
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ADVERTISING AGE 


I almost doubled in volume over 
1939, with railroads, airplane lines 
ar i bus companies reporting a 25 
pe’ cent increase. 

.lthough it has no state-financed 
pr motional agency, California 
eventually may join hands with the 
pr vate and municipally-financed 
ag ncies which promote the Sun- 
sh ve state. Under a proposed bill, 
a tate advertising and _ publicity 
co! mission would be given $1,000,- 
000 a year, with 75 per cent of the 
money to be spent outside the state, 
15 ver cent within, and 10 per cent 
for salaries and administration. The 
con mission, if and when approved, 
would aid the organizations already 
adv rtising, but none could be 
granted more than $250,000 a year. 
The state department of agricul- 
ture in the product advertising field, 
is considering a five-year extension 


of e California wine industry's 
promotion. The present three-year 
program includes the spending of | 


$2,000,000, with 500 wineries co- 


operating through the department. | 


Oranges and lemons benefit by | 
steady, hard-hitting copy placed by 
the California Fruit Growers Ex- 
change. Tourist travel promoted 


by the All Year Club of Southern 
California jumped 12.5 per cent for 
the 1940-41 winter—when the club 
had expected a 20 per cent decrease. 
Excellent results were attributed to 
widespread promotion of the annual 
Sun Festival. 


Colorado Promotion Up 


Placing itself among the leading 
advertisers, Colorado recently 
established a state Committee on 
Advertising and Publicity, with $50- 
000 a year for the biennium starting 
July 1. Edward D. Foster, director, 
Colorado State Planning Commis- 
sion, said the state expects to exceed 
last year’s travel totals, due to the 
restrictions on foreign travel and 
the fact that there are no world 
fairs competing this summer for the 
nation’s tourists. 

The funds of Colorado’s new 
committee were impounded May 12 
by State Treasurer Homer Bedford, 
who questioned the legality of the 
three-man committee, all of whom 
are Republicans. That, he contends, 
violates the law. The committee 
has already contracted for tourist 
advertising space. 

Connecticut's legislature, if all 
goes well, will boost the state 
advertising fund from $30,000 to 
$75,000 a year—a tribute to the 
effectiveness of past campaigns. 


state 


Delaware, alone among all the 
States, appropriates no funds for 
advertising or publicity and goes 


without benefit from any regional, 
community or private agency work. 

Florida’s legislature, now in ses- 
sion, probably will make no change 
in the continuous appropriation of 


FACTS ABOUT 
SELF- SERVICE STORES 


of all grocery sales 

in TULSA are made 

through self-service 
stores. 


of all families 
in TULSA read 
THe Famicy Circe 
every week. 


EFFECTIVE COVERAGE _ 
SELF-SERVICE CUSTOMERS— 


FAMILY CIRCLE 
Nance sca 


ark. « Chicsge *. Sen ieee 


ADVERTISING BY 
THE sTATES 


PURPOSE 


= z 
- 
3 5 ss £ ¢ 
- t = ss 3 & 
, £ FoF CF 
s z B Be & | 
STATE FUNDS = E - =& 7 - 
imo 1941 
Alabama . 850,000 850,000 m4 16 + 4 27 
1940 1941 
Arizona $75,000 $100,000 10 
1940 1941 
Arkansas $57,000 $57,000 
1939-1941 1941-1948 
Colorado 835,000 $100,000 
1939-1941 1941-19438 
Connecticut 860,000 $150,000F 
1939-1941 1941-19438 
Florida $150,000 $150,000+ 
1939-1941 Legislature 
Illinois $250,000 in Session . . 
1939-1241 1M1-1948 
Indiana $50,000 £0,000 
1639-1941 1941-1948 
Kansas $120,000 $140,000 23 Mw wm 5 23 
1940 1941 
Kentucky $20,000 820,000 ° 
1940 1941 
Louisiana 850,000 50.000 
Into 1941 
Maine $200,000 $185,000 M6 x + | 20 ” wy 
1939-1941 1941-1945 
Maryland $42,000 $37,160 ° “ 
Imo 1941-1948 
Massachusetts $83,900 S172.000+ 3S 26 i“ +4 I” x 
1939-1941 1941-1948 
Michigan $250,000 S325.000 
1989-1941 1941-1945 
Minnesota $100,000 8100,.0004 
1938-1940 1940-1942 
Mississippi . $100,000 850,000 ° 
1940 1941 
Montana $10,000 None loo 
1939-1941 1941-1948 
Nebraska . 850,000 None 
1940 1941 
Nevada 87.500 87.500 ° ° 
1940 Legislature 
New Hampshire $100,000 in Session : 
1940-1941 1941-1942 
New Jersey $90,000 $90,000+ 21 7 18 4 Bo iw 
1940 1941 
New Mexico $135,000 875.000 loo > a0) 
1940 i94l 
New York . $200,000 $256,500 ° 
1839-1941 1841-19438 
North Carolina $200,000 $200,000 ° 
1939-1941 Legislature 
Ohio £20,000 in Session 
1940 1941 
Oregon $100,000 $100,000 lou PS | 
1939-1941 Legislature 
Pennsylvania S7RR 000 in Session 
1940 i94t 
Rhode Island $22,500 S17,5004 
1939-41 1941-1943 
South Dakota $80,000 SRO OF 
1939-1941 1941-1945 
Tennessee &100,000 $150,000 too 5 6 
1n4o 4 
ttah $20,000 $100,0004 
1939-1041 1941-1945 
Vermont $93,000 891,500 ° $3 ” 
1938-1940 1940-1942 
Virginia . $137,000 $140,000 
1939-1941 1941-1948 
Washington $250,000 $250,000 too 
1939-1941 1941-1948 
West Virginia $50,000 $75,000 60 a0 m “0 “ 
1939-1941 1941-1948 
Wisconsin $275,000 $300,000 
1939-1940 1941 
Woroming 832, 500 S30,000+ 
+Estimated, 
*Denotes use of funds for various purposes, media. 
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$75,000 a year granted since 
to the Bureau of Immigration, 
which is charged with promoting 
the general interests of the entire 
state. Miami, with a $25,000 appro- 
priation to spread over an eight- 
month period, totaled its publicity 
in Northern newspapers during the 
past five months as greater than in 
any other season. Newsreels, maga- 
zine and newspaper pictures and 
window posters were used success- 
fully. The Florida Hotel Commis- 
sion, reporting the greatest tourist 
year in history, listed 2,600,000 


1927 | 


visitors to the state during the past) 


season, with a total expenditure of 
$445,000,000. Hotels and restaurants 
believe their best summer tourist 
season is in the offing. 

If the voters say “Yes” in 
cient numbers at a referendum in 
June, Georgia may before long join 
the ranks of advertising states. Both 
the state house and senate approved 
a measure giving the state authority 
to “advertise and promote the agri- 
cultural, industrial, historical, recre- 
ational and natural 
the state. Ratification by the elec- 
torate next month would crush the 
constitutional ban on state adver- 
tising. 


Illinois Well Pleased 


Illinois, under a new G. O. P. ad- 
ministration, has not yet completed 
its budget for the Illinois Develop- 
ment Council for 1941-42. The 
agency, which was granted $250,000 
for the previous biennium, was set 
up only two years ago. J. D. Myers, 
one of the two Council supervisors, 
praised the work of the 25-man 


resources” of | 


suffi- 


agency, all private citizens, as hav-| 


ing “produced some excellent tangi- 
ble results.” Illinois stresses the 
fact that it has no state property 


tax, a point re-emphasized by Gov. 
Dwight Green since his inaugura- 
tion in January. 

According to Harry S. Canfield, 
the Council’s executive secretary, 
Illinois can indisputably figure a 
10 to 1 return from the money it 
invested in tourist promotion during 
the 1940 summer travel season. In- 


creased gasoline and sales tax col- 
lections proved the point. Attend- 
ance at state parks jumped 24 per 
cent, and at the Lincoln shrines in 
and near Springfield, 35 per cent. 
The Indiana Division of State 
Publicity, in a new booklet, calls 
a spade a spade by declaring that 
47 states are now definitely com- 


peting for new industries and in- 
creased tourist trade, and adding: 
“Some states are doing better than 
others millions of dollars are 
involved. Indiana wants her 
share.” The division stated that a 
larger fund for its work was defi- 
nitely and urgently needed, and that 
its program to attract new income, 
assure new profits, and thus lower 
Hoosier state taxes, is ready to be 
put into operation. 
Kansas Gets Increase 

In Kansas, where another adver- 
tising agency came into being two 
years ago, the legislature recently 
upped the appropriation for the 
Kansas Industrial Development 
Commission from $60,000 to $70,000 
a year for the 1941-43 period. About 
$30,000 will be carried over from the 
present biennium. Approximately 
half of the funds will go to adver- 
tising for industries, one-quarter to 
tourist copy. The lawmakers also 
appropriated $20,000 to the Coro- 
nado Cuarto Centennial Commission, 
the funds to be spent at once, and 
since this is the Kansas Coronado 
year every publicity means is being 
used to advertise the state’s “home- 
coming.” 

R. A. Clymer, secretary-director 
of the Industrial Development Com- 
mission, told ADVERTISING AGE that 

We feel that our work has proved 
definitely productive in the first two 
years of our Commission's life. This 
is reflected in a number of new 
industries which have located in 
Kansas and also the fact that the 
federal government has already al- 
lotted more than $100,000,000 in 
contracts to concerns in this state. 
We believe that this sum will be 
largely increased in the immediate 
future. 

“Our efforts in promotional adver- 
tising contributed to an _ increase 
in motor fuel tax collection during 
1940 amounting to $378,694. During 
the first eight months of the present 
fiscal year, starting July 1, 1940, the 


average increase has been almost 
$42,000 per month.” 
Kansas is redoubling its efforts 


this year to attract tourist travel 
through exhibits at the Chicago and 
Indianapolis tourist shows, by per- 
sonal contact, and with new promo- 
tional material. In spite of emer- 
gency conditions, it believes 1941 
will be a banner travel year in Kan- 


Sas. 
Michigan to Spend $325,000 
Kentucky 
for funds to 
centennial in 


looks to its legislature 
advertise its sesqui- 
1942, but the law- 


REPRESENTED BY BLAIR 


Mounted 


To Give You An Idea 


of the acale of prices and quantities, 
10 Display Prints enlarged to 24°x36" 
from one original, $1.70 each—25 at 
$1.40 each—other quantities and sizes 
in proportion. Color is not restricted 
to black, but AT NO ADDED COST 
can be blue, brown or red on white. 
Write or phone ATLAS, 


7575, and let us 


WHITEHALL 


show wou how the 


new Atlas Display Print will heip 
solve wour display problem—economi 
cally, 


SIZE 24x 36 
IN QUANTITIES 
OF 10 


Make your newspaper advertising pay double dividends with 


the new ATLAS DISPLAY PRINT! 


That’s what Display 


men are doing all over the country by blowing up newspaper 


ads for window and counter displays. 


Let this new type 


display print focus the full selling power of your advertising 
where it does the most good—right at the point of sale— 
and at very LOW COST! Try them and cash in on these 
double dividends! 


ATLAS ei owe COPY capa 


225 WM. MICHIGAM AVERKUE 


919 MW. MICHIGAN AVENUE 


221 W. LASALLE STREET 


104 S. MICHIGAN AVENUE 
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makers do not meet until next year. 

Maryland, with $18,580 to adver- 
tise its virtues this year, finds satis- 
faction in the estimate that, for the 
first time, 1940 showed it outranked 
nearby Virginia in the number of 
tourists, who spent a proportionately 
greater sum within the state. 

In Massachusetts, 


ment and Industrial Commission, a 
handful of associations helps 
publicize the state. 

Gov. Murray D. Van Wagoner of 
Michigan stamped himself as an 
advertising-minded executive 
battling for a $400,000 fund, and 
then reluctantly signed a measure 


also 


To help 


NEWSPAPERS 


sell more 


LOCAL linage 


PROMOTION 
\ man you know 
| by his pleasant first) name) 
| said this: “It (the Oren Arbo- 
| gust PLAN to help newspa- 
| pers sell more LOCAL lin- 

age) takes a tremendous load 
| off my department; gives us 
time to do our work: gives 


new gy 
Moe r (a 


us incomparable advertising; 


produces unbelievable results. 
It is as if we had employed 
two of the finest copy men 
available. men matured in 
newspaper advertising; plus a 
super layout man and artist. 
Our local salesmen are more 
enthusiastic today than last 
January. That is a major mir- 
acle.” ASK for our big 
red brochure. 


OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


| director to 


where the leg-| 
islature is expected to appropriate | 
$86,000 a year to the state Develop-| 


| make 


by | 


| tourists and new 


appropriating $325,000 to advertise 
the state’s tourist and agricultural 
virtues during the next two years. 
He had urged appointment of a state 
administer the funds, 
only $10,000 of which were to pro- 
mote the state as a whole. Said 
the governor: 

“It is generally recognized that 
such states as Florida and California 
do a better job of advertising their 
recreational facilities than does 
Michigan. It was my objective to 
Michigan tourist advertising 
the best in the nation. While we 
probably cannot accomplish this 
with the present legislation, we can 
still carry on a moderately success- 
ful program.” 

Product Advertising Likely 

Subsequently, Michigan’s 
tourist associations, each of whom 


was given $30,000 under the bill, 
agreed to contribute $5,000 to per-| 


four 


mit the state to conduct a general 
| program calling for a dozen inser- 


tions in nationally-circulated maga- 
zines between now and June. 
Product advertising in the Wolv- 
erine state received a spurt when 
the Michigan supreme court in Feb- 
ruary upheld the contested apple 
tax. A 1939 law had created a state 
apple commission to collect a levy 
on marketed apples, and use the 
funds for advertising. Tax collec- 
tions were held up and the funds 
temporarily impounded pending a 


decision. Observers predicted the 
“advertising tax” principle would 
be extended next to the butter 


industry. 
Mississippi Consolidates 


Consolidating its commissions as 
New York has just done, Mississippi 
last year combined its Advertising 
Commission, Industrial Commission 
and Planning Commission to form 
the Mississippi Board of Develop- 
ment. 
voted for the 1940-42 biennium. 
new agency was charged with 
duty of working with other state 
departments in developing Missis- 
sippi as a whole, 
industries. 

Plans to continue Nebraska's Ad- 
vertising Commission 
death blow 


WINS LARGER AUDIENCES 
in the 
NTERMOUNTAIN MARKE 


- POPULAR Station 


bs th 


Salt Lake City — 


and of attracting 


}making no appropriation 


committee killed a measure propos- 
ing its continuance for another two 
years with a $200,000 fund. The 
commission was set up only two 
years ago. Its proponents fought 
unsuccessfully this spring to give it 
additional duties in research and in- 
vestigation into new uses for the 
state’s products. 

The Nevada while 
for state 
advertising, authorized the state 
highway department to resume 
publication of Nevada Highways 
and Parks, started in 1936. The 
department, acting the 
publicity agent, has seen tourist 
revenue jump from an estimate of 


lawmakers, 


as 


| $6,000,000 in 1936 to $16,000,000 last 


| year. 
|porations and wealthy 

|a proud boast that it is 
| without an 


| 
| 
| 


Nevada’s ““‘Welcome” to cor- 


residents is 


income tax, a corpora- 


state’s | 


“One state | 


ition tax, an inheritance tax, a gift 


tax, a sales tax.” 


New Jersey Continues 


New Jersey expects its Council, 
which was given $90,000 to promote 
widespread interests last year, will 
be given a similar sum for the 1941- 
42 fiscal year. It was founded in 
1937. During the year ending June 


| 30, it will use magazines and news- 


|papers exclusively for 


|A third 


feven more 
| semi-permanent 
A $50,000 appropriation was | 
The | 
the | | 


| 


| mote 


received a} develop 


recently when a senate 


its advertis- 
ing, all copy keyed. 

Bolstered by a $75,000 appropria- 
tion for the current year, New 
Mexico’s Tourist Bureau is spend- 
ing every cent to attract 
of the fund will 
magazine space, a slightly smaller 
amount to newspapers. Albu- 
querque, plunging into the adver- 
tising stream, has appointed Bab- 
cock & Borough, a local agency, to 
conduct municipal advertising. 
Albuquerque seeks tourists but, 
than them, permanent or 
residents. 


go into 


Changes in New York 


Gov. Lehman of New York last 
|month signed the Ives bill creating 
a new Division of Commerce and 
Industry in the executive depart- 
ment, to encourage expansion of 
existing business in New York, to 
new enterprises and pro- 
travel. Dr. Martin P. Cather- 
wood heads the new agency, which 
combines the former State Planning 
Division, Planning Council and 
State Publicity Bureau. In all, the 
new division was given a_ total 
appropriation of $256,523 to carry 
on its work of developing industry 
and markets and of 
interstate compacts helpful to busi- 
ness, industry and commerce. It 
is to compile a census of industry 
and business periodically, and is to 
recommend the elimination of any 
barriers to development of trade. 

North Carolina’s legislature voted 
another $200,000 for the state Ad- 
vertising Division. 


All Spent Out of State 


The State Division, in its 
recent report, laid stress on the fact 
that not one cent of its money had 
gone into the purchase of space in 
North Carolina publications. “This 
accomplishment,” it said, “was 
made possible through the coopera- 
tion of the North Carolina Press 
Association which, in a formal 
resolution, advised this course. As 
a result, not one of its members has 


most 


made a solicitation for any of the 
funds. Radio stations in the state 
have also assumed a similar attitude 


solicitation.” 
the Western 


made a 
agency, 


and have not 
A_ private 


North Carolina Industrial Council, 
was organized at Henderson re- 


cently to advertise that section of 
the state. 

Ohio, under a current economy 
program, has set no specific adver- 
tising appropriation but provided 
the state’s Development and Pub- 
licity Commission with a lump sum 
to cover all activities of which, it 
said, “at the present time advertis- 
ing is the least pressing.” 


Pennsylvania Hubbub Subsides 


Oklahoma, whose legislature in 
1937 set up a State Travel and 
Tourist Bureau only to have it 
abolished in 1939, depends upon 
municipalities for its advertising. 
An independent group, the Okla- 
homa Travel Association, Inc., 
started a campaign last year to 
promote historic and scenic points 


ating $400,000 


tourists. | 


ONE-CENT SALE 


LapY! ITS YOUR LUCKY BARGAIN DAY! 


TODAY... WITH YOUR PURCHASE 
OF LARGE SIZE DREFT- 
Amaring eee vads that's vo different ts ben 
granted patents by the Government! 


bm Large mon pacteage 


4 advantages omer 0 tap: we 


To Get this Amazing 1 1¢ Ah at Your Dealer's 


A pair of Procter & Gamble products, 
Dreft and Camay, get the benefit of 
this bargain day special advertised in 
selected newspaper markets. Purchase 
of a large-size package of Dreft, ‘'re- 
markable suds creation,’ gives con- 
sumers the right to buy two cakes of 
Camay for only a penny. 


and plans to increase its promotion 


and ultimately raise a $75,000 fund. | 


In Pennsylvania, a bill appropri- 
from the motor 
license fund to the department of 
commerce for state advertising dur- 
ing the next two years has been 
offered for consideration. A politi- 
cal furore in the Keystone state was 


|caused when the tourist advertising 


Gov. 
Eshleman 
The trans- 
led to the 


account was turned over by 
James to the Benjamin 
Company, Philadelphia. 


fer from another agency 


resignation of Secretary of Com- 
merce Richard Brown. 
In South Carolina, where no ad 


fund is being used, the state’s pub- 
lic service authority and three pri- 
vately -owned utilities recently 
linked forces to promote the indus- 
trial possibilities of the state, with 
a $50,000 fund. The program is 
supervised by the state council for 
national defense. 


Results 


jumped an esti- 
per cent in Tennessee 
where the current legis- 
boosted the advertising 
fund from $50,000 to $75,000 per 
year. The lawmakers also gave 


Tennessee Gets 
Tourist 
mated 13.9 
last year, 
lature has 


travel 


promoting | 


Memphis the legal right to spend 
up to $20,000 a year advertising its 
attractions, and a new drive is in 
| the offing for Chattanooga, where 
| Chattanooga, Inc., is raising a fund 
of $50,000 to advertise the city’s 
attractions to tourists. Tennessee 
will use approximately a third of 
its appropriation for newspaper 
space. According to an ANPA 
Advertising Facts bulletin, tourists 
in the state increased during every 
year since 1937, when the state 
information division began its drive 
for visitors in a consistent news- 
paper campaign. 

Texas law forbids spending of 
state money for advertising, but 
municipal advertising was given a 


stimulant by the present legislatu 
which authorized counties a; 
home-rule cities to levy a tax not 
exceeding five cents per $100 va}))- 
ation for such advertising. The } |} 
followed the recent decision of + \ 
fexas supreme court declaring in- 
valid an El Paso ad tax. Both ; 

growers and citrus fruit raisers in 
Texas seek legislation permitt.ng 
them to advertise by means of in 
excise tax. Arkansas and Louisisna 
have passed similar bills, paving * he 
way for a three-state cooperative 
promotion plan by rice growers 


Utah Creates Department 


A new state bureau of pib- 
licity and industrial developm -nt 
has just been created by the Utah 
legislature. Its funds may y 
between $50,000 and $500,000 b5ut 
no specific sum will be set be!ore 
June. The legislature meets xt 
Monday to consider the amount ind 
bureau organization. 

Vermont’s Sesquicentennia! of 
Statehood will raise the cost 0: its 
publications this year, but almost 
half of its annual funds go to :d- 
vertising space. The legislature jas 
just appropriated $91,500 for the 
1941-43 period. 

In Virginia, where $70,000 per 
year was granted the Division of 
Publicity and Advertising for | 
42, the legislature earma:ked 
$40,000 for paid advertising in 
newspapers and magazines. 

In West Virginia, funds for the 
publicity commission have been 
raised from $50,000 to $75,000 ond 
its first paid secretary was employed 
recently. Nearly all of its funds in 
the past went for industrial adver- 
tising. Now, with restrictions on 
foreign travel, the commission in- 
tends to go after its share of vaca- 
tionists who are trying to make up 
their minds where to go this yea 

A $300,000 fund just voted by the 
Wisconsin legislature for the next 
biennium will be split equally be- 
tween recreation and agriculture 


WANT SOME | 
NEW DIRECT | 
MAIL IDEAS? | 


le a 


tf IT’S YOUR JOB ity turn oul 
advertising that must get resul 


should have the portfolio of com: 
specimens on Hammermill Offset 
brings you samples of top-notch 


jobs produced for a dozen differs 


vertisers folders, menus, cat gs 
broadsides . l-color, 2-color 
work : “different” treatments 
out and design. It's a wareh 


useful new ideas, 


SEND FOR THIS PORTFOLIO. | -. 
an idea generator in planning yo ext 
offset And see for yours: 
fine reproduction you get on Ha 


piece 


mill Offset: the brilliant color w 

rich, lifelike halftones . reat y 
of even the smallest type. Fo ‘ 
copy write on your company letterhead 
to Hammermill Paper Co., 1% AA 
Erie, Pa. 
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BALTIMORE INSTITUTIONS: 


WFBR, owned and operated by Baltimoreans and for Balti : 
moreans, has been a part of the Baltimore tradition ever sce 
there was such a thing as radio. 


FORT McHENRY 


Birthplace of 


“The Star Spangled Bannet” 


MARYLAND'S PIONEER : 
BROADCAST STATION 


The acceptance of WFBR as a local institution g'v°$ 


GOING MUTUAL OCT. 1 


your advertising on WF! sR 
more “pull.” 


NATIONAL REPRESENTATIVE 
EDWARD PETRY & COMPANY 
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AMONG NAB CONVENTION-GOERS 


Members of this quartet, all of whom 


attended the NAB session in St. Louis, 


include (left to right) Don S. Elias, WWNC, Asheville, N. C.; J. R. Lounsberry, 
WGR, Buffalo; Edwin W. Craig, WSM, Nashville; and Charles W. Myers, KOIN, 
Portland. 


Net Affiliates 
Plan to Obtain 
Paid Negotiator 


St. Louis, May 15.—Although In- 
dependent Radio Network Affiliates, 
Inc., at its annual meeting here yes- 
terday, adopted strong resolutions 
condemning the FCC regulations 
affecting network broadcasting, and 
also offered support to the White 
resolution introduced in the Senate 
this week, the independently owned 
network affiliates let it be known 
that they did not consider the net- 
works paragons of virtue in all their 
dealings by pointing out that there 
are still plenty of changes they 
would like to see made in network- 
station relations. 

Declaring that all their efforts to 
negotiate changes of this character 
in the past have borne little fruit, 
the IRNA board yesterday voted to 
secure a paid representative to con- 
duct negotiations with the networks 
“in further efforts to obtain adop- 
tion of the changes in network op- 
erating practices recommended by 
IRNA for the past three years.” 

The organization also decided to 


open its ranks to all independently- | 


owned network affiliates, instead of 
restricting membership to those be- 
longing to the NAB, as heretofore. 

Samuel Rosenbaum, WFIL, Phila- 
delphia, and Paul W. Morency, 
WTIC, Hartford, were re-elected 
chairman and vice-chairman, re- 
spectively, over their protests. Di- 
rectors whose terms had expired 
were all re-elected without contest. 


To Sherman K. Ellis 


Ethel Harris Gregory, formerly 
with Lord & Thomas and Ruth- 
rauff & Ryan, New York, has joined 
the radio department of Sherman 
K. Ellis & Co., New York. 


» 


STOCK 
PHOTOS 


| Write for Photo Library 
of 2000 Subjects 


S. WABASTIE AVE. CHlc ico 


List Spring Meeting 

The New England Newspaper 
Advertising Executives Association 
will hold its spring meeting in Bos- 
ton May 27, in conjunction with the 
annual AFA convention, which has 
been set for May 25-29. 


‘Hawley to “Good House” 


Thomas P. Hawley has joined the 
sales staff of Good Housekeeping, 
New York. He was formerly on 
the sales staff of Station KQW, San 
Francisco, and before that with 
This Week, San Francisco. 


Retail Food Costs 
Jump 2.2°/, in Month 


Retail costs of food in large cities 
advanced 2.2 per cent between 
March 18 and April 15, the Bureau 
of Labor Statistics, Department of 
Labor, has reported. The upward 
trend was general throughout the 
country. Prices on April 15 were 5 
per cent higher than last November. 

Reflecting earlier increases in 
wholesale markets, all groups of 
foods shared in the rise. Particu- 
arly sharp increases were noted for 
fresh fruits and vegetables and such 
staples as flour, lard, butter, sugar, 
pork chops and eggs. 


Launches New Company 


Radio Production Company, New 
York, has been formed by Allen A. 
Funt, with offices at 52 Vanderbilt 
avenue. Mr. Funt was formerly 
radio and copy director with Frank- 
lin Bruck Advertising Corporation, 
New York, and previously radio di- 
rector at White-Lowell Company, 
New York. 


Northeastern to Yankee 
Northeastern Supply Company, 
Ipswich, Mass., New England dis- 
tributor of agricultural supplies, 
has appointed Yankee Writing 
Service, Guilford, Conn., to handle 
a direct mail campaign with sea- 
sonal space in farm magazines and 
peultry publications next year. 


Sworn Statement 
Features Copy for 
Pro-phy-lac-tic 


Florence, Mass., May 14.—Em- 
ploying a notarized affidavit to drive 
home a story of quality, Pro-phy- 
lac-tic Brush Company will launch 
an aggressive campaign in national 
magazines next month for its new 
Bonded nylon tooth brush. 

Signed by William C. Bird, 
executive vice-president, the sworn 
statement will declare that “no 
other nationally advertised tooth 
brush can possibly have better or 
longer-lasting synthetic bristles 
than the Bonded Pro-phy-lac-tic 
tooth brush.” Pro-phy-lac-tic will 
describe the affidavit to its dealers 
as an effort to clarify the “confused 
‘synthetic bristle’ picture.” 


Uses du Pont Prolon 


Noting that the brush may actu- 
ally last as long as two years but 
“has not been on the market long 
enough to find out,” copy will also 
include a money-back six months 
guarantee accompanied by a state- 
ment that “only Pro-phy-lac-tic 
gives this definite six months guar- 
antee of service.” 

The new _— brush, 


made with 


bristles of Prolon, a du Pont nylon 
product, is the second of two Pro- 
phy-lac-tic nylon brushes and will 
be sold at 47 cents. The Plus-Nylon 
is priced at 23 cents. Copy will 
describe the “big plus” of the new 
brush as the rounded ends of the 
bristles, insuring “gentler action on 
the gums” than ordinary bristles. 
The campaign will break in full- 
page, full-color copy in the June 28 
issue of The Saturday Evening Post 
and will continue in full and half 
pages in color in Collier's, Good 
Housekeeping, Life and the Post. 
While some insertions will feature 
the affidavit, others will play up 
three headlines, “Get the latest! Get 
the safest! Get the longest lasting!” 


To Market, to Market! 


If you're interested in the mother- 
home market, let us lead you di- 
rectly to it. Our graduate nurses 
visit mothers right in their homes. 
leave samples and literature. give 
your product an intimate selling 
talk. Tell us to tell you more! 


The Cradle Cin Service, Ine 


457 N. Kingshighway 


St. Lowis, Mo. 


The Classified Section of Tele- 
phone Directories is consulted 
in the homes of your best 


prospects. 


Have you considered 


opportunity which this offers 
to direct more buyers to your 
local outlets? You can do so 
when your trade mark is dis- 
played, with dealers listed un- 
der it—as in example at right. 


ATYPICAL LISTING IN THE CLASSIFIED SECTION 


"ITS REALLY A BUSINESS 
DIRECTORY FOR HOMES” 


“WE OUGHT TO IDENTIFY 


OUR DEALERS /N (T” 


the 


company. 


ness office. 


This is a thoroughly proved 
plan for increasing sales and 
bringing service orders back 
to authorized outlets. And of y 
course that means helping to 
keep your dealers interested 
—more strongly sold on your 


For details, call the 
local telephone busi- 


CLASSIFIED TELEPHONE D 
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IRECTORY _ 
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Ranges & Stoves-(Cont’d) | ~ 
HOTPOINT ELECTR RANGES ater 
. ta 
o lete family 
rric G aoe f coe. com jectric Ap- totpoint ow 
liances which include 
Kt frigerators, Water tan Machines mor 
ters, Washing Machines, Lroning 
ech washers and Electric oe 1 
save All-Electric Kitchens. 
“WHERE TO Buy IT” 
od, DISTRICT OFFICE 
ne, Edison General Elec Appliance Colne | | V1 1 soa 
DISTRIBUTOR 
aey GRAYBAR ELECTRIC CO 1644 Baltmr GR and-0324 
tion AUTHORIZED DEALERS a 
njoy UR 8 Troost WE stport-2335 “0 
cost cates Fat Ses Oe & Wornall ro © ental ss a 
chen Rainen Furniture Co 1800 E on Rw <4 ~ 
Waldo Appliance Co 336 W 75 
Je KANSAS CITY POWER & LIGHT CO 
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Milkmaid Launches 
First Nationwide 
Advertising 


New York, May 13.—Rising rap- 
idly to new pinnacles of success, 
the versatile cow is now ambling 
daintily from the grocery to the 
toilet goods counter, following the 
launching of first national advertis- 
ing by Milkmaid, Inc., for its line 
of cosmetic beauty products made 
with milk. The campaign, extended 
last week to The New Yorker, is 
also running in Harper’s Bazaar 
and Vogue and will continue in the 
three magazines. 

Introduced in a New York de- 
partment store last fall, the Milk- 
maid line now includes Cleansing 
Milk for normal, oily and dry skins, 
emulsion for dry skin and milk 
foam bath. Distribution is chiefly 
through leading department stores 
in all parts of the country. 


SPECIAL! 2-Color LETTERHEADS 


and ENVELOPES at Surprisingly LOW COST 


Improve your stationery with 2-color especially-de- 
signed and matched Letterheads, Billheads and En- 
celopes at amazingly low cost duc to our special high 
speed 2-color presses Finest inexpensive type of 
advertising you can buy. Write now for prices. Send 
samples of stock now used; for estimate. You'll appre 
clate low cost. 


CRESCENT ENVELOPE & STATIONERY CO., NEWPORT, KY. 
(Across the river from Cincinnati) 


EXPANDS SUCCESS 


« 
4 


. 
— | 
2s 


The cow, long a popular figure in dairy 

advertising, has branched out in this first 

national magazine copy in behalf of cos- 

metics manufactured by Milkmaid, Inc., 

New York. HH. M. Kiesewetter is the 
agency. 


Full page, four-color 
are given a whimsical tone by an 
illustration of a cow, gleefully 
capering through a flower-strewn 
field, and announcing, “I have a 
new and beautiful purpose in life!” 


las she eyes a jar of Milkmaid 


|Milkmaid is 


Cleansing Milk. Copy emphasizes 
the milk content of the product 
with the caption, “80 per cent of 
Borden’s pure, pas- 
teurized milk” and describes it as 
“an entirely new, a basically differ- 
ent, cleansing preparation.” 

“In Milkmaid Cleansing Milk, for 
the first time, the mysterious skin 
softening virtues of whole milk 
have been captured to make a 
smooth, fragrant, non-greasy cream 
—that keeps sweet and fresh indefi- 
nitely!” 

H. M. Kiesewetter 
account. 


directs the 


Quarles Goes to Army 

W. W. Quarles, representative for 
Chemical & Metallurgical Engineer- 
ing and Food Industries in the | 
Philadelphia territory for the past | 
12 years, has left for duty as a cap- | 


tain in the coast artillery at Fort | 


| dale, 
}and Food Industries 
Miller, formerly distribution editor. | 


insertions | 


Eustis, Va. The former paper will 
be represented by J. R. Van Ars- | 
formerly assistant manager; 
by Ivan C. 


McAuliffe Retires 

Joseph J. McAuliffe, managing 
editor of the St. Louis Globe-Demo- 
crat since 1915, has retired because 
of illness. He has been succeeded 
by Lon M. Burrowes, member of 
the news staff since 1913. 


Portrait of a GOOD Newspaper 


Portland's Afternoon N 


PORTLAND, OREGON 


_ REYNOLDS-F ITZGLRALD, Inc., National Representatives: i . 
New York, Chicago, Philadelphia, Detroit, San Francisco, Los Angeles, Seattle 


: Getting Personal 


June 7th will be a happy day for Happy Mathes, daughter 
J. M. Mathes, who will be married on that date to Harvey Rohd 
He’s with the advertising department of the St. Louis Star-Times 

Russell Sims, v.p., Albert Frank-Guenther Law, is exposing hims 
to the Southern sun and hospitality at Virginia Beach. . . Sid Dean. 
J-W-T v.p., is breathing easily again as his wife recovers fron 


severe attack of measles at Wainscott. . . 


Propinquity must have been a factor in furthering the romances 
Bob Morrison and Margaret Sheehan, both of J. M. Mathes’ ra 
They’re back from a Florida honeymoon—Bob to 
desk and Margaret to keep the home fires burning. . 
Rudich, A. W. Lewin’s production manager, is now producing for 


department. 


army. He’s with the Fourth Division at Fort Benning, Ga.. . 


A. G. Ensrud, of the J. Walter Thompson media dept., Chicago of! 
is convalescing from an operation. . 
Louisville Courier-Journal and Times, 


. Barry Bingham, publisher o! 
is entering the Navy and 


. Martin | 


me 


be assigned to the intelligence division with headquarters in Chic 
Among the 1,000 guests at Jack Benny’s 10th anniversary ps ty 

in Hollywood were General Foods’ Colby Chester, chairman of 

board, and Charles Mortimer, advertising manager; and Youn; 


Rubicam’s Thomas Harrington, radio director, L. M. Brakway, \ 


president, and William J. Thomas, publicity director. . . 
Joe Meehan, who writes the advertising column for the New )} 


World-Telegram, had 


trouble pronouncing Jeanne Archamba 


name, so he changed it to Mrs. Joe Meehan May 17th. They’re ©. a 


cruise to Sea Island, Ga 


John M. Sweeney, pres. Federated Sales Service, Boston, has | 


appointed a first lieutenant in the newly-formed Massachusetts S' te 


Guard, which 
federal service. 


succeeds the Massachusetts 
In the first World War Mr. Sweeney was a 
lieutenant in the 7th U. S. Cavalry. . 


National Guard 


. Grace G. Greenberg, 


LURES AQUATENNIAL GUESTS 


An idea of what may be caught in the Twin Cities’ recreational spots is shown by 
Henry F. Baker, general manager, gree Outdoor Advertising, Minneapolis, and 
a director of the coming Minneapolis Aquatennial, July 12-20. Looking over the 
big catch are (left to right) F. S. Jordal, president, Outdoor Advertising Asso- 
ciation of Northern States; Don V. Daigneau, secretary; Mr. Baker; E. C. Donnelly, 
president, E. C. Donnelly Company, Boston; and Louis H. Renn, public relations 
counsel, and Herb Fisk, executive vice-president, Outdoor Advertising Association 


of America. 


mgr., Maxwell-Davis Advertising Agency, Hartford, Conn., was mar- 


ried April 27 to Albert Jacobs, of Miami and Pike, N. H.. . 


Harvey W. Blankenship, Jr., a.m., Graver Tank & Mfg. Company, 
E. Chicago, Ind., welcomed a nice piece of copy March 25 which 
carries the headline of Robert Harvey and weighed 8 lbs., 9 oz. It 
is the first child. . . That vacation which Leon Adams, Jr., publicity 
dir. of WWL, New Orleans, took the other day in Shreveport, La., 
turned out to be a knot-tying contest with Ruth Pullen, Shreveport, 


cooperating. . . 


One of the 10 men, 30 years old or less, who received the New York 
Advertising Club’s “Award of the Rake” April 24 was Robert A. 
Schmid, dir. of advertising and promotion for Mutual Broadcasting 
. George A. Martin, who, at 75, is the bustling head of the 
Sherwin-Williams Company, was awarded the coveted annual Award 


System. . 


for Public Service of the Cleve- 
land Chamber of Commerce but 
he was too busy on an inspection 
tour to accept the award in per- 
son. . . 

Two new prospective advertis- 
ing men were born in Minneap- 
olis recently with Bob Wick, asst. 
mgr. of Knox Reeves Advertising 
sports dept., passing out stogies 
for a 7 lb., 6 oz., son, and Heinie 
Haupt, mgr., BBDO’s Minneap- 
olis office, doing likewise for a 
boy tipping the scales at 7 lb. 3 
oz. ... Emmons Carlson, Chicago 
office of NBC, is on a three-week 
cruise to South America. . . 

Paul Watkins, former promo- 
tion mgr. of the Chicago Daily 
News, who did what so many 
metropolitan newspapermen are 
always talking about doing by 
becoming publisher of his own 
country weekly, now runs the 
Herald-Progress, Ashland, Va. 
He asked readers to give his new 
home a name “based upon some 
aspect of the editor’s work.” 
One of the first suggestions re- 
ceived was “Watkins’ Bluff.” . . 

J. M. Rodger, v.p., Chicago of- 
fice of McGraw-Hill Publishing 
Company, has been appointed 
chairman of the publicity pro- 


NO ALARM 


Vic Ratner, who left CBS after |! 
won't get to his new job at L 
Thomas on time if he relies on th 
tered alarm clock presented to | 
Frank N. Stanton, research directo 


farewell cocktail party in New Yor: 


gag was followed with a her 
watch. Others shown are Pat 
sales promotion director, Columb 
ords, and Louis Hausman, CBS 
promotion executive. 


gram of the Illinois Institute of Technology to assist in build 


the school’s resources. . 


. John L. Grimes, director of the M 


Steelmakers on MBS, and also a.m. for Wheeling Steel, cele! 
two events March 7, one of them his 50th birthday, the other h 
coming a grandfather of a young man named John William Grin 
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=e AMONG NAB CONVENTION DINERS IN ST. LOUIS Newspaper Groups Adds 2 
libby Does - } 


Gilbert Southwick and Lillie 

Ditten have joined the sales staff 

ae of Newspaper Groups, Inc., New 

Merc an Ising York, representative for Nancy 
. 

Job in Report : e. : tising at Parents’ Magazine and 

ee £¢ eee “ae : ' ae ae previously advertising director of 

° _—— . : Mademoiselle. Mrs. Ditten was 

President Tells Part Ad- At the left, seated about the table (left to right) are L. E. Bredberg, Karl O. Wyler and E. L. Gemdets, KTSM, El Paso, recently on the sales staff of Nancy 


Sasser’s shopping column, “Buy- 
Lines.” Mr. Southwick was for- 
, ic] rt : Tex.; P. H. Wire and C. S. French, WTMV, East St. Louis, Ill. In center picture, facing camera (left to right) are Sasser, Inc., New York. 
vertising Plays in Public Walter Rothschild, WTAD, Quincy, IIl.; Walter Fagan, Memovox, Inc., Beverly Hills, Cal.; Lewis Allen Weiss, Don Lee 


Mey 19, 1941 ADVERTISING AGE 


merly in charge of fashion adver- 


i Network, Los Angeles; Evelyn Hicks and Henry P. Johnston, WSGN, Birmingham, Ala. At right, left to right about table, . 
Relations are Clark Luther, KFH, Wichita, Kan.; Fred Schilplin, KFAM, St. Cloud, Minn.; Bob Tincher, WNAX, Yankton, S. D.: Wayne Rambeau Ups Wilson 
Ch cago, May 14.—‘“Our principal Welch, KSO-KRNT, Des Moines, la.; and W. P. Rogers, KSD, St. Louis. William M. Wilson, of the sales 


ty ce : Pinay : department of William G. Rambeau 
contact with the consuming public STATION, CHAIN EXECUTIVES AT NAB CONVENTION 
: through our national and local 


Company, has been named manager 
; Me “pK of the New York office, succeeding 
idver ising, Libby, McNeill & a Roy Shults who resigned to join 
Libby stockholders have been ad- | International Radio Sales, New 
ised by their president, Daniel W. | York 
Creeden, in an annual report telling 
f a profit of $2,660,947 for the year 


aN eo a fe os | od % , . x Houm 
ending March 1, 1941. The 24-page | vy OTe ; a Boch ie Su auaes Foneees wate 
eport is marked by a brief word — a ee 1.3 Ne Fee Ss} i era “he ee ‘7. Be: « { He had_to ane ae Ge te One 
nd picture story of the company’s, <a aiaihe l') -ase +e a ee, vee _—" 3 2. : m boys ot ls day. “Modern ad ‘men have te 
aeers, & photographic display ond In group at left are E. C. Woodward and George Crocker, KFNK, Shenandoah, la.; and James Rodgers and Walter C hy ee = 
olors of Libby's 100 foods and om | Koessler, WROK, Rockford, Ill. In center are Norman Winter, WISR, Butler, Pa.. Sam Rosenbaum, WFIL, Philadelphia, (retee scnmua has samples and 
ilustrated description of “What's | Edgar Kobak, NBC Blue network; Harry Kopf, NBC, Chicago; and S. D. Gregory, NBC managed and operated stations, | 
Back of the Libby Label.” New York. At right are a group of Southerners: Pat Buford, KHBG, Okmulgee, Okla.; T. B. Lanford, KRMD, Shreveport, 
The Libby advertising program | La.; Walter H. Allen and W. J. Dickerson, KALB, Alexandria, La.; and Louis M. Sepaugh, WSLI, Jackson, Miss. ROT0-LITH CO. 
endeavors to win favorable atten- | —_—_—_—_— 
abe ge se sdiiiaien, Tien -utniea. I . 201 N.WELLS ST. CHICAGO 
tion and pon agp 7 ep compared with $8,599,765 for the Bethlehem Steel I. B. Kleinert Rubber Co. DEA. 8557 - HEM. 221! 
ng nth in wa os oroblem os |erereaine year. Net profit for 12 months ending Earnings for 1940 were $143,757, | a) . ‘ 
pi a thousand been Ag year and ‘Parker Pen March 31, 1941, was $48,222,413. compared with $289,364 for 1939. 


making them interesting, appetizing | Net income for the year ending 

nd healthful,” continues the presi- | Feb. 28, 1941 was $530,390, com- 

ient’s report. “This basic adver-| pared with $170,373 for the year | 

tising approach is supplemented pe- | previous. 

iodically by special campaigns Bristol-Myers 

ener -_ ae fee oe Net profit for 12 months ending 

gf omer | March 31, 1941, was $2,612,102, com- 

Considerable attention is given in pared with $2,281,946 for the pre- 

the report to the company’s home inion. soni 

economist, Mary Hale Martin, and “lek : 

er work with consumers through Holland Furnace 

monthly recipe bulletins, other Earnings for 12 months ending 

culinary literature, demonstrations | March 31, 1941, were $1,623,267, | 

and radio talks as well as a per-| compared with $1,492,588 for “ 
} 
| 


sonal advisory service by corre-| year preceding. 
spondence. 


Esquire 


. | Net income for the year ending 
Parke, Davis & Co. |March 31, 1941, according to pre- 
Earnings for the year ending | jiminary statement, was $302,060, 
March 31, 1941 were $8,342,181, | (ompared with $221,430 for the pre- 


ceding 12 months. 
Union Bag & Paper 

Net profit for 12 months ending 
March 31, 1941, was $2,170,059, 
compared with $1,328,973 for the 
| 12 months previous. 


|McGraw Electric Co. | 
Net income for 12 months ending 
March 31, 1941, was $1,647,724, com 
|}pared with $1,462,584 for the pre- 
ceding year. 
Kresge Department Stores 
Net income for 1940 was $149,431, | 
compared with $80,418 for 1939. 


Marshall Field & Co. 
Earnings for the year ending | 

March 31, 1941, were $5,696,469, ‘2 

compared with $5,062,779 for the — A Be 


previous year. 


: , SWAN or ae 

° ° sonene : : Wh pe th ae. <<“ 

Illinois Central ee te aa / VAS + 5 a 
Net profit for 1940 was $1,174,130, 

|}compared with $2,220,403 for 1939. | 


MEMORIAL 


, (sr Lou's) SAd 
NY Dlenty of Men 8 
at Wi 


y/ 


f FléA 


Big things? In the 49th State? You betcha, Mister—and 


Simmons-Boardman Publishing here’s the list again, in case you came in late. Millions are THE 4 QTH STATE 
Earnings for 1940 were $210,587, being spentin ST. LOUIS itself, including LAMBERT FIELD na 


compared with $139,145 for 1939. 


Skelly Oil Co. 
Net income for 12 months ending | 


March 31, 1941, was $3,442,314, | e 87 counties in Eastern 
compared with $2,894,984 for the 


Missouri and South- 
preceding year a ern Illinois where 
Pennsylvania-Central Airlines Oo [sh y e Combined annual re- 

od 


and JEFFERSON MEMORIAL. Then there's the huge Army ° ng hrs 
camp at ROLLA, the TNT plant at WELDON SPRINGS ing people living in 
and the enlargement of SCOTT FIELD across the river. 


Earnings for 1940 were $105,563, | tailsalesreachalmost 
compared with $53,318 for 1939 500 millions of dollars 


Socony-Vacuum Oil Just this: the best way to share 49th State Defense allot- With The 
Net profit for 1940 was $36,409,- ments of $330,000,000 is to go on the Offense with advertising Globe-Democrat You Get 
055, compared with $34,452,710 for in the Globe-Democrat! Why? [t's the only newspaper that 
1939. , . Rocio — , ll thes , 
Spiecel even claims to cover St. Louis and its money-spending a <y Luster 
_=— = | _ ' PLUS market. In 273 important surrounding towns, 50% and 
7 . Net profit for 12 months ending ens : 
mbia Basic March 31, 1941 was $1.612.864. com- of the families not only read the Globe-Democrat but read 
pared with $1,779,392 for the pre- it regularly! 


nce 1927 ; ceding year. 


U. S. Gypsum Co. 

Net income for 12 months ending 
March 31, 1941, was $7,331,826, 
compared with $7,438,071 for the 
year previous. 


Paramount Pictures | 

Earnings for 53 weeks ending 
Jan. 4, 1941, were $7,633,130, com- | 
pared with $3,874,944 for the year | 
preceding 
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Barclay Takes New 


Post at Food Services 

J. M. Barclay has resigned as 
vice-president of United Parcel 
Service and general manager of its 
Chicago division to become vice- 
president of Food Services, Inc., 
New York. 

Mr. Barclay will be in charge of 
organizing mobile feeding units for 
use at industrial plants now busy 
with defense orders. These portable 
restaurants are a new Food Services 
project, and grew out of the com- 
pany’s department store and _ insti- 
tutional restaurant service. 


Kaufmann A. M. Resigns 


Edgar T. Adams, veteran adver- 
tising manager of Kaufmann’s De- 
partment Store, Pittsburgh, has re- 
tired after 49 years of service in 
the advertising department. He was 
made advertising manager shortly 
before the first World War, and was 
credited with being the first Pitts- 
burgh retail advertising manager to 
use full-page copy every day in all 
local newspapers. 


Business Paper Adv. Schedules 


1941 Annual Now in Preparation 
No Charge for Listings 
Are Your Reports In? 


BRAD-VERN’'S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


— 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time 

clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
of the highest order for the 
making of fine plates. Let us 
demonstrate the value of 3-in-] 
service. Phone Wabash 7820. 
Sesestenstte well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


a 
@ For years the otk fy TOUGH 


American Seating 
Company has 
used FAITHORN 
3-in-1 complete 


Service. You, too, 


can now enjoy its 


many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 


Work Stoppages 
Must End, Fuller 
Tells Coast Group 


Los Angeles, May 12.—Proposing 
a seven-point national labor policy 
to prevent work stoppages and 
speed defense production, and stat- 
ing that manufacturers must double 
and treble production next year, 
Walter D. Fuller, president of the 
National Association of Manufac- 
turers and of the Curtis Publishing 
Company, addressed 600 manufac- 
turing executives here Thursday 
night. 

With many of the country’s major 
industrial executives in attendance, 
Mr. Fuller was the keynote speaker 
at the one day Pacific Coast defense 
clinic of the National Association of 
Manufacturers. He said labor stop- 
pages have reached the point where 
the government should “quit dilly- 
dallying and formulate a construc- 
tive labor policy.” His suggested 
seven-point plan to prevent such 
stoppages was: 

Enforcement Needed 

1. Enforce existing labor laws; 
2. Confusion on labor and defense 
should be clarified by the President 
who should state a definite policy 
and assign one government agency 
with full authority to handle labor 


disputes; 3. Banning of jurisdic- 
tional strikes between rival unions 
as “sabotage in time of crisis”; 4. 


Congress should correct the Wagner 
Act and the Wage-Hour act to per- 
mit industry to work more than 40 
hours per week in all-out defense 
efforts; 5. Legislation should be 
enacted to reduce’ reproduction 
stoppages if voluntary methods of 
settling strikes fail; 6. At least a 
majority of employes of any unit in 
which a strike impends, must have, 
by properly safeguarded secret vote 
under governmental supervision, 
declared their desire to get out on 
strike; and 7. The government shall 
maintain federal court actions to 
prevent or terminate any strike or 
lock-out in violation of this legis- 
lation any stoppage work 
caused by jurisdictional disputes. 

Mr. Fuller quoted figures to show 
manufacturers the big job ahead 
when he said that the government 
will be spending a billion and a half 
dollars per month—nearly 20 billion 
dollars a year. This figure, for na- 
tional defense, represents a third of 
the normal industrial production of 
this nation. 

“Next year,” he said, “we shall 
have to double this year’s promised 
18,000 airplanes. By 1942 the air- 
plane industry will have far out- 
stripped the automobile industry in 
number employed.” 


Lists Heavy Needs 


or of 


In other national defense indus- 
tries Mr. Fuller said that powder 
production must be trebled, rifle 
production doubled, machine-gun 


five-fold 
quadrupled. 


manufacturing increased 
and tank production 
In addition, industry will have to 
produce six million tons of mer- 
chant ships and two and a half mil- 
lion tons of naval vessels 

In the only speech released from 
behind closed conference doors, 
A. J. Browning, member of the ad- 
visory committee of purchase of the 
OPM, said that our defense ex- 
penditures have not yet reached 
$1,000,000,000 a month while Hitler 
is currently expending a sum 
equivalent $3,000,000,000 a 
month. 

Last August, said Mr. Browning, 
“we were spending less than 3 per 
cent of our national income on de- 
fense. We now spend about 12 per 
cent and by a year from now our 
production of defense will be nearer 
40 per cent of our total income. 

Other speakers during the one- 
day meeting included J. D. Zeller- 
bach, regional vice-president of the 
NAM and president of the Crown 
Zellerbach Corporation; H. W. Pren- 
tis, Jr.. chairman of the 
board and president of the 


to 


Arm- 


strong Cork Company; and James 
|A. Emery, counsel for the NAM 


NAM'’s 


Magazine Linage 
Has Ups, Downs 
in Monthly Report 


Chicago, May 15.—The general 
magazine group for May, 1941 suf- 
fered a decline in advertising linage 
from 775,685 for May, 1940 to 730,- 
940 lines for May, 1941, according to 
the monthly tabulation of figures 
supplied by Publishers’ Information 
Bureau and analyzed by ADVER- 
TISING AGE. 

There also were declines in the 
weekly group as well as in outdoor 
and mail order, gains being scored 
only in the women’s division and 
standard group. The linage in the 
women’s group increased from 683,- 
761 for the month in 1940 to 732,832 
lines for May, 1941. The _ three 
standard magazines gained from 
17,182 lines to 19,724 lines. 

The outdoor group slumped from 
124,200 lines for May, 1940 to 111,- 
462 lines for May, 1941. The three 
mail order magazines declined from 
7.728 lines to 6,850 lines The 
weekly magazines dropped a trifle 
from 1,085,037 lines for last year to 


1,081,046 for 1941 
Kooba to Berk 

Kooba Corporation, New York 
maker of Kooba cola drink, has 
appointed Harry A. Berk, Inc., New 
York, to direct advertising. The 


company is completing national dis- 
tribution A spot radio and out- 
door campaign has been started in 
the Metropolitan New York area 


Flynn Takes New Post 
J. Stephen Flynn, formerly Phila- 
delphia and Southern sales 


repre- 
sentative for Cosmopolitan, has 
joined the sales staff of John H 
Livingston, Jr.. New York, Fifth 


avenue coach advertising 


Aetna Life to McGivena 


Farm Loan Division of Aetna Life 
Insurance Company, Hartford, has 
named L. E. McGivena & Co., New 
York to handle advertising. 


MAY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
1941 1940 = | 1%41 _ 14 
Pages Lines Pages Lines Pages Lines Pages 
GENERAL Radio Mirror (Mac) 26.6 11,396 25.8 
|} *Ace Fiction Group cae 2.650 ie | 2.034 Romantic Story (F) 24.1 10,102 26.1 
American ath? 21,525 7.2 24,554 Screenland 21.6 19.2 z 
American Boy . 13.2 S403 18.4 12,521 Screen Life (F) 30.3 31.6 ° 
*American Forests Ho 2,808 6.4 2.898 Screen Romances (M M) 29.7 51.7 
American Homie 67.0 $2,900 72.7 45.941 | Silver Screen 21.6 1S. 
| American Legion 13.4 re 14.4 6,157 | True Confessions (F) 20.0 33.3 » 
Arts & Decoration True Experiences (Mac) 27.7 20.4 ’ 
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Asia 1.0 HO 1.2 3 True Story s44 414.7 
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Boys’ Life 18.2 12,352 14.4 13,220 Woman's Home Companion 61.0 : 63 
Child Life 6.7 2,87 7.9 3,402 > Your Charm 20.4 S751 1S. 
Christian Herald 1s.4 7.801 20.8 S001 
Columbia 1.6 1,08 3.2 1,493 Total Group 732,832 ° 
Cosmopolitan ; 24,657 60.9 26,145 STANDARD MAGAZINES 
Country Life odo 22.285 fo.6 30,667 | American Mercury 11.0 2,161 ' 
*Dell Detective 10.0 2s v2 49) atlantic Monthly S.4 W255 0) 
Elks 1.8 BERS be ‘ 2N4 Harpers Magazine } S308 34.4 
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esquire (National) 1H.S 1,427 oie | 3U,604 Total Group 19.724 
*Eextension 11.5 7,008 8.6 W2s is 
Film Fun 7.4 LT 14 1,001 OUTDOOR a 
Fortune 102.0 64.420 42.8 9 250 Americ an Rifleman 24 ! 10,¢ v4 29.4 
Front Page Detective 4.9 232 8.2 3,521 | Sie & Bream —s 6aeee ~ 
House Beautiful 69.4 43,889 82.2 51,955 | © UF-Fish-Game om Lo ta 
House & Garden 66.1 41,793 7.2 36.156) Hunting & Fishing S.1 4,466 } 
*Improvement Era 13.0 45 15.0 6,821 National SPOT sme e 20.6 anes 26.0 
Instructor 19.6 13,387 20.7 14,170 | Nature — 
Mechanix Hlustrated 34.1 7,634 30.7 6,985 | Outdoor Life — ' 
*Motor Boating 64.2 27,738 79.4 4,308 | Outdoors 13.0 645) 614 
National Geographic 85.2 8.377 39.6 9,494 | Outdoorsman Me 4.629 26.6 
Nation's Business 15.6 23,859 16.3 19.$59 | Sperts Afield 10.4 1s.40% 10.4 ' 
*Nature Magazine 5.5 2,361 ua 3,034 = : : 
Open Road for Boys 11.9 103 13.6 5,837 Potal blolindand. 111,462 3 
Physical Culture 12.0 149 12.4 3 5,883 |, MASE ORDER rw 
Popular Mechanics 717 16,051 75 16,014 a © 208 vig 2 
‘Popular Publications 1.8 6863548 12.4 8 8|689Te | OCs? --:. = = 
Popular Science ee 61.6 62.3 13,04 Mother's Home Life ah 1,90 si 
Redbook : tS.2 47.8 2050 vn = r 
Scientific American 100 13.5 5.788 Total Group. 6,500 
*Secrets 7 7.1 2,978 APRIL WEEKLIES 
*Street & Smith Comb 12 2 soo 13.3 »oge *American Weekly 21.4 LOH 28.9 
Sunset 30.4 16.88 + | 16.2238 | Business Week 157.3 87,501 128.8 
*Thrilling CGiroup 17.9 an 18.1 $048 | Collier's 184.4 125,413 185 
Town & Country 4.6 36.705 HO6 16.740 | Cue ' 1 2H,403 68.0 
Travel ae 6.052 10.6 6,692 | Family Cirel 64.0 27,469 52.2 22.4 
True 6.5 2.707 6.5 2 720) tForbes 33.3 14,295 30 ; 
True Detective 6.5 2770 | 3.2985 | Grit 18.3 16,660 1N.4 t 
*VYachting 61.4 S780 TUS 14.714 | Liberty 77.1 338,057 780 j 
xLife 245.7 167,072 271.9 i 
Total Group 730,940 775.68 Look 13.7 22,901 24.0 
WOMEN'S MAGAZINES Movie & Radio Cruide 14.5 W876 11.2 7 
CGilamour 38.2 16.367 25 10.9230 | xNews week 140.0 64,520 132.4 
Good Housekeeping 1066 5,741 112 18,247 | New Yorker 17.2 S400 218.8 
Harper's Bazaar 81.7 £03 x01 53,831 | TPric 1.1 2.816 1.1 9 
Holland's us 7.440 13.8 10.425 | Saturday Evening Post 86.7 194,927 284.1 | 
Hollywood ¢F) 31.7 13,318 31 13.207 | *Scholastic 19.3 8,28 21 1 
Household 1a 12,920 18.6 12.6623 This Week 2H S5,080 1 
Junior Leasue 14.5 “172 12 7.915 |) xTime 259.7 211,425 277.1 l 
Ladies’ Home Journal S204 6370 67.6 15.049 | United States News, The oul eee | $2.7 2 
Mademoiselle S306 78.747 158.7 HR 007 = 
McCall's 72.3 i414] 71.8 18.810 Total Group 1L.OS81,046 1 
Modern Romances ¢M Mo) 27 l rele 2.7 14,045 
Modern Screen (M M) 1 13,524 1.0 15,387 *Figures provided by publisher 
Motion Picture (F) 30.1 12.633 1.4 12.08 2 issues 1941 
Movie Story (FF) 1.1 Pa 080 13.4 14,216 x4 issues 1040; issues Lv4l 
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Parents (National 40 23,147 47.8 20,521 Group designations: M.M Modern Magazines Ma 
Photoplayv & Movie Mirror Macfadden Women’s Group Kr Fawcett Women's G 
(Mac) ITA 1H,057 1.8 13,634 8 Screenland Unit 


More-for-Money 
Emphasized in 
Odorono Copy 


New York, May  13.—Strongly 
competitive copy, currently appear- 
ing in several toilet goods cam- 
paigns, has been extended to the 
deodorant field by Northam Warren 
Corporation. An extensive drive 
was launched in April issues of 
magazines citing the more-value- 
for-your-money of Odorono as com- 
pared with “other popular creams.” 
The drive was expanded recently 
by the addition of the rotogravure 
section of the New York News. 

Featuring the Arthur Murray 
dance teachers who “prefer Odor- 
ono cream” because “when you 
teach dancing for a living, you can’t 
take chances with daintiness,” copy 
carries an illustration of a jar of 
Odorono with a jar labeled “other 
popular creams” and marked with 
a black The caption reads, 
“Odorono cream gives you 50% to 
100% more for your money.” Liquid 
Odorono is also mentioned. 

The series uses large illustrations 


cross. 


picturing a single Murray teacher 
in action with a partner, while a 
number of other members of the 


Murray staff are pictured in smaller 
illustrations. Captions cite their 
“daintiness” and “fresh charm.” 

The page in the Sunday 
News supplements the series in 
Cosmopolitan, Fawcett Women’s 
Group, Good Housekeeping, Har- 
per’s Bazaar, Macfadden Women’s 
Group, Mademoiselle, McCall's, 
Modern Magazines, Screenland and 
This Week. J. Walter Thompson 
Company is the agency. 


color 


. . . . 
“Supervision” Appoints 
Supervision, New York, maga- 
zine of industrial relations, has ap- 
pointed James A. Ward Company, 
Chicago, its representative in that 
area. Fred Wright Company, St. 
Louis, has been appointed repre- 
sentative for St. Louis and sur- 


rounding territory. 


Joins George Bijur 


Harold Williams, formerly wit! 
Young & Rubicam, New York, has 
joined the production department 
of George Bijur, Inc., New York. 


FREE wither 

first Order 
Jer and Brush FREE with your first order 
S S$ Artist Rubber Cement. Nationally 
ered, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ $ Spe- 
cial Frisket Cement, $3.50 per gel. jj 


6S) RuBBER CEMENT CO. | 


/ J438 Wo Haisted St. CHICAGO, ILL 


FACTS ABOUT 
SELF-SERVICE STORES 


of all grocery sales 
in SALT LAKE CITY 
are made through self- 
service stores. 


of all families 
in SALT LAKE CITY 
read THe Famity Circe 
every week. 


THE FAMILY Cl 
1,400,000 housewife-s 


New York * Chicago * Son 
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ANA Surveys 
Legal Pitfalls 
in Advertising 


(Continued from Page 1) 


over the possible effects on national 
advertising of extended govern- 
mental supervision and a reshuffling 
of network operations. The full im- 
port of the FCC action did not ap- 
year to have been completely di- 
gested by the advertisers, but more 
than a few perceived a throwback 


to the chaotic buying and selling of 
radio in the early days of the me- 
diun 

Relations between business and | 


under the existing 
emergency also stimulated heated 
discussions. At one meeting a pro- 
posal was put forth that industrial 
advertisers pool a _ percentage of 


govel nment 


their appropriations for a coopera- | 


tive campaign that would dramatize 
the contributions of industry to na- 
tional defense. The suggestion, 
however, did not win widespread 
favor. ANA members preferred to 
adhere to their long-standing pol- 
cy of tackling public relations prob- 
individual companies, al- 
though it was agreed that the 
subject deserved careful considera- 
ton 

Still another phase of public rela- 
tions that cropped up at the meeting 
was the problem of handling gov- 
ernmental requests for cooperation 
in promoting defense activities via 
national advertising. Virtually all 
radio advertisers, for example, have 
already been approached to con- 
tribute part of their time for plugs 
on defense bonds, and users of other 
media have likewise been asked to 
include these mentions in their 
copy In this instance the ANA 
members also expressed the feeling 
that no attempt should be made to 
set up a uniform policy, but that ad- 
vertisers should handle the problem 
individually. 


Skits Presented 


Blessed with a rich array of legal 
talent, as well as dramatic talent 
furnished by the Columbia Broad- 
casting System, the convention 
offered ANA members a bird’s-eye- 


lems as 


view of their legal problems in 
sugar-coated fashion. Each legal 
pitfall was introduced by a drama- 


tic skit which pointed up the prob- 
lem and furnished a background for 
serious discussion by the legal lights 
present. The latter included Victor 
D. Broman, member of the New 
York and Georgia bars, who dealt 
with trademark and_ copyright 
rights; W. J. Williams, secretary, 
Canada Dry Ginger Ale, Inc., a 
nember of the New York bar, on 
dea protection; I. W. Digges, ANA 
counsel, on taxes, price discrimina- 
uon, allowances and demonstrators; 
ind Robert F. Carney, member of 
the Illinois and Wisconsin bars, on 
expanding government regulation 
f advertising and selling. George 
S. McMillan, ANA secretary, pre- 
ented a summary of recent legisla- 


Re S service 


DEPENDABLE 
MARKET 
RESEARCH 
TABULATING 


Complete facilities and long ex- 


r ¥ 
_\eerreo craves 
A. a= 4 
eT ee 
\ Se t 


Perience enable us to meet the 
exacting demands of agencies, 


Publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, Economy in Market 
Research,” 


RECORDING & STATISTICAL CORP. 
im Lane, New York. N. Y. 
CHICAGO _—S—dDETROIT 

TORONTO 


tive developments and trends. He 
called special attention to the newly 
revised Lanham Trade Mark Bill 
which is due for reconsideration by 
Congress. 

The session devoted to advertis- 
ing and sales coordination, presided 
over by Price Gilbert, Jr., Coca- 
Cola Company, was enlivened by a 
spirited warning by Philip J. Kelly, 
general sales manager, Carstairs 
Bros. Distilling Company, that “if 
some advertising managers don't 
stop worrying about the agency jobs 
they might get some day, and don't 
pay more attention to coordinating 
their activities with sales, promo- 
tion and merchandising depart- 
|ments, they are likely to find that 
| they are cutting some, if not all, of 
| the ground from beneath their own 


feet.” 

| If advertising and sales are not 
properly coordinated, he added, 
some companies may find they can 
get along without certain forms of 
advertising—and even without an 
advertising manager. The odds are 
| overwhelmingly against an average 
advertising manager making a “go” 
of the agency business, he declared, 
terming the latter a “rough, tough, 
ruthless business where only the 
most fit can survive, to say nothing 
of succeeding.” 


Urges Cooperation 


Mr. Kelly criticized advertising 
managers for assuming their crea- 
tive ability is on a par with that of 
the agency; and for permitting the 
“flattery and adulation of space 
salesmen, radio salesmen, publish- 
ers and suppliers to unbalance their 
perspective.” He condemned 
advertising managers who work be- 
hind closed doors and shun sugges- 
tions from others. This attitude is 
a barrier to harmonious 


also 


coopera- 


tion between departments, he de- 
clared., 

At the same session A. O. Buck- 
ingham, Cluett, Peabody & Co., de- 


scribed the technique employed by 
his company in stimulating retail- 
ers’ sales by emphasis on merchan- 
dising such naturally related items 
as shirts, ties, handkerchiefs, hosi- 
ery and jewelry. Tests in stores 
throughout the country showed that 
related item selling and proper dis- 
play boosted much as 23 
per cent in a single week. 

Ata direct mail round table, pre- 
sided over by Douglas Wakefield, 
Coutlee, Merck & Co., a proposal 
was discussed for the establishment 
of an ANA clearing house for all 
forms of direct mail material. 


sales as 


Discuss Sales “Hypos” 


Pitfalls in the use of premiums o1 
other special offers as sales “hypo- 
dermics” were discussed by Henry 
C. Link, director of market research, 
Psychological Corporation of Amer- 
ica. A contest or premium promo- 
tion may be successful in introduc- 
ing a new product or brand, he in- 
dicated, but when an established 
product has entered into a definite 
decline “a hypodermic promotion, 
even though temporarily successful, 
may only serve to hasten this de- 
cline.” 

Mason’ Britton, vice-chairman, 
McGraw-Hill Publishing Company, 
who is now associated with the 
Office of Production Management, 
delivered an off-the-record 
on the long-term outlook for 
ican industry. He emphasized sev- 
eral angles bearing on 
now and in the 
period 


iddress 


Amer- 


advertising 
post-emergency 


Witnesses Oppose Second 


Class Postage Rate Hike 
Washington, May 15 William 

McKee, of the Christian Science 

Monitor, asked the House ways and 


means committee today to reject 
proposals that secend class postal 
rates be raised. Testifying before 


the group which is formulating a 
three and one-half billion dollar tax 
bill, he stressed the hardships which 
would be imposed on publications if 
the rates are increased 


George C. Lucas, secretary of the 


National Publishers Association, 
testified before the Committee 
Tuesday, also opposing the rate 
boost He said it would result in 
destruction of many of the smaller 
periodicals in the country. He pre- 


dicted a net loss in revenue if the 
proposed increase is put into effect 


DISCUSSION 


Talking it over at NAB convention is 
this threesome: (left to right) Joseph 
Pulitzer, Jr., St. Louis Post-Dispatch; 
A. A. Schechter, director of special 
events, NBC; and William S. Hedges, 
vice-president in charge of station rela- 


tions, NBC. 


To Republic Steel 


Norton Weber, 


|Ross, Cleveland, has 
lar capacity. 


— 


formerly on the 
creative staff of Fuller & Smith & 
joined the 
advertising staff of Republic Steel 
|Corporation, Cleveland, in a simi- 


Broadcasters to. 
Fight FCC's 
New Regulations 


(Continued from Page 2) 


network directors of the NAB at the 
closing session this afternoon. 
Other directors named were: 


Small stations: John Elmer, | 
WCBM, Baltimore, re-elected, and 
James W. Woodruff, WRBL, Co- 


lumbus, Ga. Medium size stations: 
Don S. Elias, WWNC, Asheville, 
N. C., and C. W. Myers, KOIN- 
KALE, Portland, Ore. Large Sta- 
tions: J. O. Maland, WHO, Des 
Moines, and James D. Shouse, 
WLW, Cincinnati. 

Voting on a choice for the con- 
vention city for 1942 resulted in the 
selection of Cleveland, New Orleans 


and New York, in that order. The 
board will make the final choice, 
after investigating facilities. 


Weaver in New Post 
Howard Weaver, formerly adver- 
tising director of the Baltimore 
News-Post, has been named adver- 
tising director of the Washington 
Times-Herald. He succeeds Walter 
Barkdull, who has joined the local 
sales staff of the Times-Herald. 


Tri-Pak to Wiley 

Tri-Pak Hosiery Company, New 
York, has appointed Walter W. 
Wiley, New York, to direct adver- 
tising for its nylon hosiery. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


140 8S. Dearborn St. Wabash 8655 
CHICAGO 


Represented 


BUG CITY BUSTNESS 
AWAITS YOUR CALL 


Norfolk city population today is nearly 200,000. 


Population of the Norfolk trade area is already 
over 450,000 and Government officials predict 
that it will pass the 500,000 mark before Labor 


Day this year. 


Let us tell these thousands with money to spend 


that you have something 


Norfolk is on somebody's payroll and you can ad- 
dress a message to them through these two good 


newspapers ... 


by 
he JOHN BUDD COMPANY 


to sell. Everybody in 
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ACCEPT 1941 AYER CUP 


| 


Ogden Reid (left), president of the New York Herald Tribune, and Mrs. 


Helen Rogers Reid, vice-president, accept the F. Wayland Ayer Cup for ex- | 


|ion. The “extraordinary amount” 


|of advertising contributed by banks 


cellence in newspaper typography, from Gerald M. Lauck, executive vice-presi- 
dent, N. W. Ayer & Son, following a luncheon for executives of the winning 
newspaper. 


Heating Guide Out 


FREE OFFER Wri. “i Ninique "money saving The 


EYE*CATCHERS, lic. 
10 East 38th Street, New York 


*Reg U. S. Pat. Office 


Hearst Magazines 


The second annual edition of 


Buying and Business Guide, pub- Announces Four 


lished for the heating, air condi- 
tioning, sheet metal and roofing in- 
Guaey by Etta Cohn, 105 Monroe Staff Changes 
street, Chicago, has just appeared New York, May 15.—Hearst Mag- 
as the 1941 Central states edition.) s7ines, Inc., today announced the 
en . following changes in its personnel: 
Grocery Co-op Appoints John R. Buckley, former business 
The Central Grocers Coopera-| manager of Cosmopolitan, has been 
tive, Inc., Chicago, has named Wade} named business manager of Good 
Advertising Agency, Chicago, to| Housekeeping. Warren C. Agry con- 
handle its account, Using Ne€WS-|tinues as publisher of the latter pub- 
papers and a 15-minute daily radio | lication, and E. W. Timmerman 
program. | advertising manager. 
| Harry Dunlap, former advertising 
manager, 
|}named publisher. A. W. Eicks, Jr 
| former assistant business manager, 
| becomes business manager, and 
Clifford S. Bailey becomes Eastern 
| advertising manager. 


F. McCormick Heads IHC 

Fowler McCormick has 
elected president of the Interna- 
tional Harvester Company, Chicago, 
succeeding Sydney G. McAllister, 
who becomes chairman of the 
executive committee, a post left 
vacant by the death of Addis E. 
McKinstry. McCormick’s _ father, 
Harold F. McCormick, is chairman 
of the board. 


Schedule Display Meet 


Pennsylvania Newspaper 


been 


subseription plan. No oblip ation Lally A Publishers’ Association will hold its 

~ collect ir of ove 6.0000 bh a terest ales ° ‘ : 2 
en adhiate Rew eveny monk. Used bs annual display advertising confer- 
biggest advertisers ence Sept. 22-23 at the Penn-Harris 


Hotel, Harrisburg. John F. Wohlers, 
advertising manager of the Easton 
Express and chairman of the PNPA 
advertising committee, is in charge 
of arrangements. 


| dia have been ‘ 
in cooperating. | 


| ury, he said, and 
| “‘very valuable.” 


*| bonds are. 


Cosmopolitan, has been | 
in tl 


HOW’S YOUR COPY 


¥ Does it do all it’s supposed to do? 
Vv Are your clients always pleased ? 
¥ Can it stand improvement? 


. If you, as the head of some enterprising agency, sometimes feel 
that things aren't exactly hunky-dory in your copy and planning 
departments; if you catch a glimpse of that wandering gleam in a 
client’s eve: if you fumble futilely in the presence of a customer's 
declining sales curve—then you'll want to do something right away. 
Maybe a fresh viewpoint is what you need. And that’s where | would 
come in! 


— You'd recognize my work if not my name. For more than fifteen 

years I've helped create some of the country’s outstandingly sue- 
cessful advertising campaigns. My copy wins prizes—and better yet, 
makes sales. It can do this for you and for your clients. 


* I'm not asking for a job. because | am not available for a job. 

But I can help out— with ageney presentations for new business 
and new campaigns: with fresh, new copy viewpoints; with sound ideas 
based on the experience I've gained in writing thirty million dollars 
worth of top-flight national advertising. 


_ Let's get together. Maybe I am the answer to your problem of 

how to get the absolute tops in copy creation without putting a 
high-priced man on the permanent payroll. Anyhow, it can't hurt to 
find out. We can work together with and in confidence. Just drop a 
line to Box 3371, Advertising Age. 100 East Ohio Street, Chicago, HL 


Powel Praises | 


s Advertisers for 


Defense Bond Help 


Washington, May 15.—Harford 
Powel, former agency and publicity 
executive who is now information 
director of the Treasury Depart- 
ment’s defense savings staff, told the 
Washington Advertising Club today 
that Treasury officials have not 
asked for free time and space for | 
advertising defense bonds and | 
stamps but that advertisers and me- | 


He said that inasmuch as_ the 
Treasury does not yet have any ap- 
propriation for advertising, no re- 


| quests for publicity or advertising 


support have been made. To do so 
would be “bad business,” in his opin- 


is greatly appreciated by the Treas- 
is regarded as 


Treasury veterans report that the 
campaign is progressing much bet- 
ter than the liberty loan drives of 


| World War I. Twenty million bonds 


and stamps were printed at the out- 
| set, and an equal supply has had to 
be ordered since. “The smart and 
intelligent people’ have responded 

nobly to the drive, according to Mr. 

Powel, but the problem is to reach 
men, women and children who have 
never made any investment of any 
kind, and who don’t know what 
He suggested that in- 
stead of tipping waiters and bell- 
hops in cash, an album containing 
la 25-cent defense stamp be the 
gratuity. 


|Mennen Steps Up 
Campaign for Its 


Quinsana Powder 
| New York, May 


treatment for “America’s 


one skin 


sana powder. 


graphic layouts 
cartoon copy 


of powder over 
the ailment. 
tiser featuring the 


tion. 


time all about athlete's foot,’’ Men 
nen Company 
this week. 

Consumer 
use of microphotographs 
the fungus 


showin 


batting the disease. 
H. M. Kiesewetter is the Menne 
agency. 


Rawlins and Holman 

Rawlins and 
publishers’ 
appointed Midwestern 
tive for Western Woman, 


Holman, 


Souther 


first edition is to appear June 12. 


tion of Clayton Lawler, 
with Good Housekeeping. 


Sullivan Transferred 


past few 


tion’s Eastern territory. 


» | Your voice can “make or mar.” Read 
> 2me > ous 
‘extremely generous B 


14.—Rumblings 
of what may be a spirited competi- 
tive battle over the most effective 
number 
disease,” athlete’s foot, 
were indicated here today when it 
| was learned that Mennen Company 
will launch its most ambitious cam- 
paign next month in behalf of Quin- 
The drive will get 
under way in the June 6 issue of 
Life and will continue with a sched- 
ule of full pages in that magazine. 

Noteworthy in Quinsana’s acceler- 
ated efforts to capture the athlete’s 
foot market are first, a complete 
change of copy appeal, with photo- 
replacing the 
used heretofore; and 
second, emphasis on the superiority 
liquid in treating 
Most consistent adver- 
athlete’s foot 
theme has been W. F. Young, Inc., 
for Absorbine Jr., a liquid prepara- 


“The public will learn for the first 
informed druggists 
copy will make liberal 


growth said to cause 
athlete’s foot as well as charts trac 
ing the success of Quinsana in com- 


“Western Woman” Names ° yea", and would allow refunds to 


Chicago | Advertising Committee would ad- 
representative, has been 
representa- 


‘n Buick Advances Alexander 


California woman’s magazine whose 


New York offices of the publica- 
tion are being opened under direc- 
formerly 


Ralph D. Sullivan, with the Chi-| Berrien to L & M 
cago office of Rock Products for the 
months, has been trans- staff of Lennen & Mitchell, 
ferred to the New York office wher 
he will take charge of the publica- Cann-Erickson and Batten, 


Cdve visi 
Market 


The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” anq 
a maprensntatives Available,” 3@ cents a line, minimum charge $1. ‘oerms 


with orde 
cash % in., $2.75; 1 to 3 in, 


— 
—s 


All other Classifications (single insertion rates): 
$4.75 per inch. 


BUSINESS BOOKS POSITIONS WANTED 
Young woman—1I15 years publishing; 
Speaking for | advertising production; edit ia 
helpful suggestions, $2.00. makeup; lay-out complete mag: zine 

if desired creative work; secretarial. : 
Judy Publishing Company, Box 3350, ADVERTISING AGE, \ Y 
3323 Michigan Boulevard, Chicago. | Advertising Woman — experien«rd jy 
sales promotion, advertising pl; 
BUSINESS SERVICE and production with ideas and fresh 

ae pup point of view. 

YOUR SALES PROMOTIONAL MA-)| tox 3366, ADVERTISING AGE hgo 


terial, house organs, planned, pre- : — ——— 
pared on free lance basis by employed | __ MISCELLANEOUS 
WORLD FAMOUS FIRMS Use 


feshore'’s Persuasive 


Approval 


advertising man Plenty of ideas, 


| sa mples Edward Edelstein, 201 N.)| Bairdset ads for 30 years. It Pays 
| Wells St., Randolph 8884, Chicago. | Day and night service, clean oofs 
| - fast, quality production, save yoyr 
POSITIONS WANTED time. Ads pull 25% better. 
Magazine Circulation Manage » | BAIRD adsetters, 18 E. Kinzie, 


WHI, 4347, Chgeo. 


Drafted? Be patriotic, Mr. Publisher! : 
A GOooD ‘GADGET LETTER wi Keep 


Hold his job for him! A fifteen year 
experienced nondraftable circulation | your letters on top of the desk with 
manager will help you by doing his|SOme chance of doing business 
work on a part time basis so he ce an | Wastebasket letters cannot ta 

have the job back without complica- Write for illustrated cireulsr, 

| one | A. Mitchell, R 215, 326 N. Michigan 


| Box 3370, ADVERTISING AGE, N. Y. Ave., Chgo. 
’ Ld . 
MBS Independents ‘Women’s Radio Committee 
Announces Four Awards 
Balk at Local 
radio poll to programs which hav 
best served the interests of democ- 
St. Louis, May all is | Committee has made awards to fou 
not a love feast within the Mutual | programs in different classifications 
night when stations affiliated with | sponsored by General Cigar Com- 
Mutual—some 40 of them—met| Pany for White Owl cigars tw: 
baiggs Pag. aaah rns Nee for the commentator. Mr. Swing 
own and to achieve what one of also appears two nights week!y on 
them called 
Broadcasting System 
The organization was tentatively! In the radio forum  classifi- 


Confining its seventh annual 
* 

ASCAP Licenses iterests 
racy, the Women’s National Radi 
network fold was indicated here last} Raymond Gram Swing, who is 
to perfect an organization of their | Dights weekly, received the award 
“more mutuality in the|q sustaining basis on the Mutual 

network.” 

dubbed Independent Mutual Affili- | cation, the National Broadcasting 


ates, and S. A. Cisler, WGRC,|Company’s “University of Chicag 

Louisville, was named temporafy oe ae Rate -— place 
: affiliatee | Columbia roadcasting System's 

‘hairman. Few Mutual affiliates | > . , , we 

ch , 7 Headlines and Bylines’” won the 


have ever belonged to the Inde- | award for the best educational pro- 
pendent Radio Network Affiliates, gram, and the award in the miscel- 
and those at the meeting expressed | Janeous classification went to NBC’: 
the conviction that a separate or-/| “I’m An American.” 
ganization was needed because their — 
problems are considerably different Schmalz Bremoted 
from stations affiliated with either J. W. Schmalz, sales manager of 
CBS or NBC. the Philadelphia district for th 
Discuss ASCAP Agreements General Foods Sales Company, Inc 
New York, has been appointed New 
The music situation was the pri- | York district sales manage He 
mary point of discussion at the succeeds E. H. Smith, resigned 
meeting. None of those present re- | Parlin’ Lilliard, former nationa 
ported that they had as yet signed Manager of the company’s speci 
individual agreements with ASCAP, coffees, takes over the Philadelphi 
following the action of the network post. 
in contracting for network origina- 
tions, and one or two are reported | 
to have indicated that they are un- | 
willing to carry network origina- 
tions containing ASCAP music. 
The MBS affiliates decided to send “4 
a committee of three or four of _ 
their members to New York to ex- 
amine the ASCAP situation as it 
affects Mutual affiliates, and to rec- 
ommend a course of action. The 
generally-expressed opinion was 
that none would take a local ASCAP ot all grocery soles 
license on the present terms. in ALBUQUERQUE 


—— | are made through self- 


_ Pass Michigan Ad Bill service stores. 


FACTS ABOUT 
SELF-SERVICE STORES 


(NUMBER FOUR) 


g 


The Michigan senate has passed 
| the Porter bill providing for a levy 
n|0n butterfat to finance a program 
of advertising the state’s dairy 
products. The measure would 
raise between $80,000 and $100,000 


| producers who object to the butter- 
‘fat tax. A Michigan Dairy Products of all families 

in ALBUQUERQUE 
read THe Famity Ciacté 


every week. 


minister the funds. 


Charles F. Alexander, with the 
|Buick merchandising department, 
has been advanced to district sales 
manager, with headquarters in 
Davenport, Ia. William C. Curry 
has replaced him in the merchan- 
dising department. 


HEAVIEST COVERAGE 
SELF-SERVICE 

WHERE CONSUMER AD 

f 1S MOST IMPORTANT 


THE FAMILY CIRCLE 


Curtis Berrien has joined the copy 
New 
He was formerly with Mc- 
Barton, 
New York. 


e | York. 


Durstine & Osborn, 
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G-E Launches New 
Program; Dari-Rich 
Changes Show | 


New York, May 15.—General 
Electric Company has _ launched 
‘News Of the Week in Industry,” a | 
new institutional series of radio 
programs with no commercial an- | 
nouncements. Designed to show 
the importance of American indus- | 
try in the national defense program, | 
the series will describe each week | 
the contribution of a different in- | 
justi Following the style of 
Business Week, the series is aired 
Thursdays 8:30 to 8:45 p. m. over 
ig stations of the NBC Blue net- | 
vork. Maxon is the agency. 

Dari-Rich Changes | 

Bowey’s, Inc., will launch “Stars | 
wer Hollywood” in behalf of Dari- | 
Rich products May 31. The new | 
program, featuring Hollywood stars 


n original dramas, will go on the 
jr the week after “News in 
Rhythm,” current Dari-Rich pro- 
gam, gives its last performance 
wer 34 stations. “Stars Over Holly- 
wood” will be aired Saturday, 12:30 
to 1 p. m., over 45 CBS stations. 
Sorensen & Co. directs the account. 


Ford Extends 


Ford Motor Company has ex- 
tended for 13 weeks its contract for | 
the “Ford Sunday Evening Hour” | 
and will begin this week the sched- 
ule of summer concerts. The sum- 
mer programs will be aired at the | 
same time, 9 to 10 p. m., over 57 | 
‘BS stations. McCann-Erickson is | 
the agency. 


Firestone Continues 


| 
Firestone Tire & Rubber Company | 
has renewed “Voice of Firestone, 
effective June 2, for an additional 52, 
weeks. The program is aired Mon- 
jay from 8:30 to 9 p. m. over 56 | 
stations of the Red network of the 
National Broadcasting Company. 
Sweeney & James is the agency. 


Continuing last season's policy, 
Texas Company will sponsor broad- 


ists of the Metropolitan Opera this | 
| year. Beginning early in December, | 


HERE THE MONEY CHANGES HANDS 
BUT HERE THE URGE TO BUY IS BORN > 


the broadeasts will again be heard 
ver one of the largest commercial 
ookups in radio history, 131 sta- 
tions of the NBC Blue network and 
the NBC International Division sta- 
tions throughout Latin America. 
Milton Cross will again serve as 
ommentator. Buchanan Company 
s the Texaco agency. 


Prudential Renews 
Prudential 
as renewed “When a 
ies,” effective late in May. The 
eries is heard daily from 12:15 to 
12:30 p. m. over 52 stations of the 


Insurance 


‘columbia Broadcasting System. 
Benton & Bowles directs the ac- 
junt. 


To “Automotive Service” 
_ Lynn D. Searcy, recently 
‘.W. Ayer & Son, Detroit, has been 
med an associate editor of Auto- 
motive Service, Detroit. 


"YOUR OWN 

“win FOTOTYUPE 

k and isy-anyone in your office can 
“Fcom positor. No experience needed 
* (0st?.. So low you'd hardly believe it! 
the facts. Now -today-send for our 
‘ book xplaining the remarkable 
‘OTY PE Method. Shows the more 
"100 t. pe styles and faces available. 

THIS ENTIRE AD SET WITH FOTOTYPE 


HEOTOLYPE COMPANY 
~ HN INGTON BLVD. . CHICAGO 


Opera for Texaco | 


Junior Ad Club Set 


for 25th Anniversary 


The Junior Advertising Club of 
St. Louis, which claims honors as 
the world’s oldest junior ad group, 
celebrated with a gala silver anni- 
versary banquet on its 25th birth- 
day, May 16. 

Business. leaders, professional 
men and past presidents of the 
club attended. 


To Lambert Pharmacal 


Stanwood A. Morrill, formerly 
account executive, Ruthrauff & 
Ryan, New York, has joined Lam- 
bert Pharmacal Company, St. Louis, 
as executive assistant. He will 
work on merchandising and adver- 
tising of Listerine products. 


Girl Scouts Give 
Palmolive Contest 
A Special Flair 


New York, May 14.—Enlisting 
the cooperation of the Girl Scouts to 
lend a special angle to its newest 
promotion venture, Colgate-Palm- 
olive-Peet Company will launch a 
magazine campaign next week an- 
nouncing a $27,500 contest for 
Palmolive soap. 

The contest will begin May 19 and 
continue until June 27. A first prize 
of $500 and five $50 prizes will be 
awarded daily for 30 days, excluding 
Saturday and Sunday, with a $5,000 

| grand prize at the conclusion of the 


contest. Contestants will be required 
to complete the sentence, “I like 
Palmolive soap because — —” in 
25 additional words or less, and 
accompany each entry with one 
black band from a cake of the new 
bath-size Palmolive, or bands from 
three regular-size cakes. 

Payoff for Girl Scouts 


Girl Scout national headquarters 
will receive one cent for each entry 
received, and another cent will go 
to the local Girl Scout troop if 
specified by the contestant. In addi- 
tion, the 181 Girl Scout Councils 
will receive cash prizes in order of 
their ranking, based on proportion 
of mentions on entry blanks to reg- 
istration. Awards will be $500 first 


prize, 30 prizes of $50 each and 150 
prizes of $5 each. Troops will also 
receive prizes. 


Publications Scheduled 


The campaign will break in The 
American Weekly, with copy head- 
lined, “Just for telling why you like 
Palmolive.” Others on the schedule 
include First Three Markets Group, 
Life, McCall’s and This Week. The 
section of the copy given over to a 
description of the donations and 
prizes for Girl Scouts headed, 
“Help the Girl Scouts carry on their 
work,” and concludes, “Girl Scouts! 
Friends! Families! Be sure to enter 

. often!” 

Ward Wheelock Company is the 

agency. 


is 


Company | 
Girl Mar- | 


with | 


ROGER 


It’s too late to make your “impression” when the other fellow’s merchan- 
dise is in the buyer’s hands and the will to buy is in his mind. ... When 
you've invested several thousand dollars in opportunities to do a pre- 
selling job on two and a half millions of potential buyers, it’s not such 
smart economy to swap a couple hundred thousand of these opportunities 
for a few dollars’ savings in preparatory costs, is it? It may look fine on 
your budget sheet, but it certainly can flatten out the advertiser's sales 
curve. (Advertising surveys show that poor illustrations can cut “reader 
effectiveness’ as much as 25%.) Rogers engravings are your insurance 
against that. You can’t buy them for “40 off,” but hundreds of nationally 
known advertisers will prove to you that while they get a great deal more 
in quality, in dependable service and co-operation, they pay no mcre when 


their bills come in. Perhaps you are... or are going to be... one of them. 


S ENGRAVING COMPANY 


Adolph F. Buechele, President» MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE es 


Phone: CALumet 4137 e 


CHICAGO, ILLINOIS 


% - Se. pe oe 5% : Z , r ae “: a : a 7 ~ : ; ee Rs 
Ie as HR geo ts i ee ae Pe Pe. Ae ; Le wis mee hw: cone aes ie 34 ee eed ms ae ~ Poh A Beals i la gr c . ry, 
Se ito =2 
3 
Pe ec 
= NS ae 
CC a 
ia 
ea 
ry ti " 
ay 
4 5 - 
| i. : 
i 
: 7 . 
es 
a “ Pu 
es. Piess 
: - ya 
. me 
my 
; a —————————————————————————— - 
| a : 
% i a ae p ae: i 
” = eo = a. Pa ie og, ee 
a : F os > NAB a ae eS ae pid Dag a ee 
" i. ~~ ee. a ae 4 J +d Ape 
h ~ gt Be a. Meee ae - eee 
ag ae oi ee te ‘i... as 
—_—. ci. . ee iy reed . , - ” Ae 
o a3 ed x 3 Pe a ce — Ce " = = 
8 ‘ - Uae at i ‘ ale. 
. wo GMa, aa + 
7 aap 7 in Ce A : Pad 
| i ¢ ; a - a : * : a 
_ oe al 
ee 7 7 i P -_ 
‘68% . a 7 
Dp . j % Res wd * ; . ; . - 
, » irk eS 
“ ¥. , + a q a Sa'ye * q 7 A 
“ P ™ u oe = ss S AG a a 
; a qi _ Ta Wes -— anos a fet a 
an oe : - i -e a ' : tee ie ' vd 
\ a ° iar c ees bas. ges 
= 6 \ieeeeire oa 
- Fi ied ai a ie 
aap. ‘ . r . ae 
i ; ; ve 7 . a ' F ; ie 
e ’ : mca : en N , +} a 
, . } oo ver 2 = ell am. - is 
3 a ; ali mm ia = re 4 - * " 
' bs ia ‘ ms Bh Se 
la] q : he poe oy : ik a Pe 4 a a e fe 
VE : 3 ae A a : ; 
C . 4 ‘ 7 Be > A i" * * Ray 7 = I a 
: \ Be a bi 
: NY ie y z= BEY | Pe 
m- —- ay Ny “ , i. ann N ~ if Be ug 
md - J ve ce ee “*\. ’ ’ . Be 4 
a = eae eee ae oa mae’ Be : i 
ard . ; ‘ ae Ja —_ ‘ e, : - les 
oe ; BS ety Ady 2 . i 5. F 2 a Pg ae 4 oy ‘* on 
ing a willl 2 ’ ay a . pe i «= # ” 4 5 » ‘ ihe 
on = —. " ; (oe | ee 2a , 5 ae 
. So : ae: oO f ir , : sal 
Ua a ’ an a ‘, “a g — ae 
EW ioe , i a ae es, e bi Lae ” ~~ ie sae Ses 
se % “an Ze - 7 za ee c ae ae ae " if : ; ~ ay . ~ 7 
sifi- re Sa "q ~~, i . :. Pian i ae - 4 OS ee z ~ Wr le / i RK 
Ling eS 7 A ‘ ‘ : ‘2 i. Ae a ee co , = —_ ‘ vee ea 
a ae . i ’ ee eee ee eB — a , ‘tok et 
ag Rc ; oo ; a dl eee ae ee Toe a - x - 2a Ae lk a Kae 
ice » oe 7s | i. Pe: ” nae a lo - 
m’s — ” —- —— eee ae eee es. eS _ om 
ee Se i , ee aa ee — = ’ = 
4 a — r — | tated a d re pr. 
BC's >. of ae a) > ae 
Oo eee ee. einen nenn es 
j a ee iia n $ * ay a i ae a ES cy "2 ie 
a i ee Oe, ee eee ot ed 
eer aa CU ee , 
Eile ; ea Paes oe 6 y es ’ 7 a a ie ia 
oa ag ere y ety 2. rr ik = 
—_— . “ Ot os ae es 
r of > : : a o : " . 
the ean te: ‘ 
Inc << 
New —, 
He 7 
med 
ona 
CCle 
ly 
Iphi 
oo, 
PS 7 
: ee oa ~ 
| = 
re ial 
| F 
\ ¢ A 
: z 
— BB ’ =% 
| eee ad SO . 
——— a i) | 
\<e J 
- 
Le : \e al 
oa 
. 
a 
 ogel 
oe Mia : } j Ps > ‘ r me i . . £ oe ier eae 
NS Re a ees NOR TER ii Reason, ” e Tee Mk sf ee. aa rene . i ee Fi 
Sg SO cs Ae ae eed reese. ; ee ae ent fs pas ieee: SCT) ole Neste SF RESIS Dele Cee “Wok eee eR 
iy Oe ca meee! i De be ren eee POR ie Fe Bia i 2 ee e capeee . men! he SO ou By ther ee 
ee ine Maes? Pee oe peg ee be Re Seo es C25 er in ae Soe ahha” 2 is ed) 8 ot Sern, eo Se he ae an oe. Ae mene Sea SR “a eS eee Ae et 


36 
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Fly Cracks Back 
af NAB, Ethridge 
Blast Against FCC 


(Continued from Page 1) 


conference this morning, had said 
that he had neither read nor given 
entire approval to the FCC mo- 
nopoly report and the orders stem- 
ming from it. 


St. Louis, May 15.—Just as mem- 
bers of the NAB were being in- 
formed here this morning that 
Chairman Fly of the Federal Com- 
munications Commission would not 
again address the convention in an- 
swer to the ringing indictment de- 
livered against him and the FCC 
yesterday by Mark Ethridge, the 
FCC head called reporters to his 
room and dictated a stinging state- 
ment in which he compared the 
NAB to a dead mackerel in the 
moonlight—“It both shines and 
stinks’—and expressed his doubt 
that the Association could be said 
to represent the radio industry’s 
opinions, since it was dominated by 
the heads of the two major net- 
works. 

He did not mention either net- 
works or officials by name, but he 
made sure that his meaning was 
clear. He told reporters that he had 
declined to address the convention 
again after learning that the NAB 
had adopted a resolution asking the 
Senate to make a complete investi- 
gation of the FCC monopoly report. 
This action made any further dis- 
cussion useless, he said. 

(Earlier speeches by Mr. Fly and 
Mr. Ethridge will be found in pages 
18 and 6 of this issue). 

“There is a_ serious question,” 
Chairman Fly said, “as to whether 


COLLINS 
MILLER & 
HUTCHINGS, 


PHOTO-ENGRAVERS 
IN CHICAGO 


| 


or not the NAB exists as an effec- 
tive vehicle for the exchange of 
ideas and the formulation and ex- 
pression of member station opin- 
ion.” He declared that Neville Mil- 
ler had publicly put the NAB on 
record in opposition to the new reg- 
ulations several weeks ago, without 
consultation with the members, “but 
after contact with the two big net- 
works,” and added: 


“Day-to-Day” Operation 


“That is the way the association 
appears to function as a matter of 
day-to-day operation in Washing- 
ton and New York. Two men, 
Sarnoff and Paley, run the show. A 
couple of others do the chores—all 
of a non-political nature. The 
Tinker to Evers to Chance combi- 
nation is generally involved. 

“As a matter of fact, the conven- 
tion yesterday ringingly declared 
the exertion of political influence in 
regard to commission decisions to 
be a crime. All of us heartily ap- 
plauded that pronouncement. 

“So hereafter when the little fel- 
low with ragged pants comes in 
from the hills and asks his Con- 
gressman to help him get a 100- 
watt station, he is to be slapped into 
the bastille. But God forbid that 
anything be done to break up the 
famous triple-toss combination with 
all of its beneficient results.” 

“It is with an admirable degree 
of mental and moral flexibility,” he 
continued, “that in one speech one 
man can make the rafters ring with 
a condemnation of other people’s po- 
litical influence and at the same 
time call on his fellow stalwarts of 
the two big networks to turn on the 
political steam to force Congress to 
upset a decision of an independent 
agency of the government affecting 
those two big network organiza- 
tions. 


Ridicules “Louisville Pair” 


“One could not but admire the 
facility with which the ‘Louisville 
Pair’ (Ethridge and Miller) func- 
tioned yesterday in that great forum 
of debate—the so-called Association 
of Broadcasters. One let loose all 
the unsupported and unsupportable 
scandal that suspicion and a given 
state of mind could conjure up. 

“And as the nation’s free presses 
began to roll, the other gentleman 
from the blue grass country made a 


| clever move with the gavel. The 


‘debate’ was over. That is democ- 
racy in flower, carrying, however, a 
none too fragrant odor.” 

The only thing that had brought 
him to the convention, Mr. Fly said, 
was his desire to explain the mon- 
opoly report to the industry and to 
offer his cooperation in working out 
the problems of the industry in a 
constructive manner. 

At the members’ luncheon today 
President Miller announced that just 
to keep the record straight, “I wish 
to say that Chairman Fly has been 
offered every opportunity to reply 
to Mr. Mark Ethridge before a full 
meeting of the NAB and in addition 
was invited to be our guest speaker 
at luncheon today. All of these in- 
vitations he has declined.” 
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around at that. 


to offer you 
Just phone 


Looking For An Idea? 


If you are seeking merely a letter- 
shop representative 
door and youll doubtless find a 
baker's dozen waiting on the step. 


If you want a direct mail organization that does genuinely 
excellent work. in a mechanical sense. that will be a little 
harder to locate although there are quite a few of them 


But—if you want a lettershop organization that not only 
does excellent work, mechanically, but that also has ideas 
. then eall us in. 


FRAnklin 5954 


THE RYLANDER COMPANY 
eat ee 
Chicago 


just open the 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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1. R. Weddell Joins | rector of N. W. Ayer & Son, London, representative of Erwin, se) 


}and previously served as European | Co. in London. 


Union Bag & Paper 


Justin R. Weddell has been ap-/, 
pointed assistant to the president, 
Union Bag & Paper Corporation, 
New York 

He was formerly managing di- 


re Sd : o eo ‘ ‘ , ae ts ~ - ‘s a ‘ be ‘ beer Re SRT m3 ae % - 0 of ‘ . : " 7 . Ye scat. 
v7 . |_| ee May 19, 194; 
a —_ : YEAR TO DATE 
‘eae . 20 20 2 
ais is iS . 
j ; 19 
i, } LAST §-— — -, YEAR LasTe —— 
e . ,Y T 
ie TOT Too 
* +15 ¥ iF 
AEAED +10 +4 
ea: SV KY 
_ LAST YEAR +} 
me 
hs, -15 
pe -20 
a be. 
4 a 
col 
lees 
aks 
be 
+ ee ae ———————=_E 
= By —_— 
i a ull 
< ae 
oo 
ae 
; > 
7 a 
eo a pa lf ln panama 
an 
= SS0 ) 
ee 
, is ; tS 
i q XN 
| 3 , : ee 
: | 
, 7 | 
ie faa GIBBONS KNOWS CANADA |i 
Eas MONTREAL ° . 
5 RE GTB fe 
a : i J. J. GIBBONS LIMITED - ADVERTISING AGENTS ° 
® 
g os. st Aggie ee gre Ne : : ace oe ae Ee SAS on Se ee NR AE rs | ae, ee er : Vere. fe fa ae) ie Hie ae: Te 
r os | % “wie hie Par iS 7 ar ; Sie mn Wiis. “oa “a *, “ fie i ra pe ae ae ae tee SS ade . Oh Rees: ; et Si yi “a Po 2 eae E Me M : etn é Soe ”* 
Pe ee hg Se - aa i P ; ; od oe de ; Me re a er ps: Lhe aaa eee ; ie et ee ee. «aaah he ress 3 Ee 
Gin) Bares EN ae je tees gap eee es Ss ae oe, he gs fh ee Pee oo gee ft MEER IF Doce ate oe eee Pe ae eee 


May 19, 1941 


ADVERTISING AGE 


37 


Heinz Tests Power 
of Papers; Adopts 
Biggest Campaign 


Continued from Page 1) 


of advertising were cast into the 
discard—some crowded, Thursday 
food pages in some evening papers, 
for example, were passed up in 
favor of smaller insertions in morn- 
ng papers Monday, Wednesday and 
Friday. 
ment 
mental uses of each product in re- 
lation to the space units selected. 
Four major Heinz varieties were 
chosen for the tests—beans, soup, 
macaroni and strained foods. The 
economics of the proposed expendi- 
tures for each campaign were 
checked against market potentials 
nd other available yardsticks. One 
f the comparisons used, in this con- 
nection, was the pro-rated cost of a 
typical half-hour evening radio pro- 
sram in the test markets, with the 
equivalent newspaper space that 
such an expenditure would buy. 
The 21 papers used were as follows: 
Atlanta Journal, Bloomington 
Pantagraph, Boston Herald Trav- 
eler, Charlotte Observer, Chicago 
Herald American, Connorsville News 
Examiner, Fort Wayne News-Senti- 


of the copy. 


search organizations 
consumer “awareness” of the varie- 
ties to be advertised and 
consumer buying before the release 
These findings were 


investigated 


| then checked against surveys by the 
| same researchers after the comple- 
| tion of the 13-week campaigns. 


| Heinz 


| 


| 

Copy appeals and art treat- | 
were geared to the funda- | and 952 were buying them. These 
| comparisons 


nel, Harrisburg News-Patriot, Hart- | 


ford Times, Indianapolis News, Kal- 
amazoo Gazette, Lancaster Eagle- 
jazette, New York Herald Tribune, 
Vorwalk Reflector - Herald, Peoria 
Journal - Transcript, Portsmouth 
Times, Rockford Star Register-Re- 
yublic, Rock Island-Moline Argus 
Dispatch, San Francisco Examiner, 
Sioux City Journal, and Youngstown 
Vindicator. 

Each schedule was for 
utive weeks with insertions three 
and five times a week. Test copy 
ran between Oct. 1, 1940 and April 
15, 1941. 

In each test city independent re- 


13 consec- 


In Cleveland 
HOTEL HOLLENDEN 
In Columba 
THE NEIL HOUSE 
In Ahron 
= MAYFLOWER 
Nom In Lancaster, O. 
wert MOTEL LANCASTER © 
‘eens 
~~ 2 In Corning, N.Y. 
BARON STEUBEN HOTEL 
“TUS Tay CHECe WITH EVERY TRAVEL STANDARD 


A total of 3,458 consumer inter- 
views were completed before the 
copy appeared, and 3,505 after the 
campaigns ended. Before the tests, 
1,521 housewives were familiar with 
varieties to be advertised, 
and 713 were already buying these 
varieties regularly. After the test 
copy ran, 1,821 housewives were 
familiar with the advertised items, 
indicate an “aware- 
ness” increase of 19.7 per cent, and 
a buying increase of 33.7 per cent. 
The figures varied for each of the 
selected products, but the findings 
mentioned represent the overall re- 
sults. 

It was pointed out that the data 
jeveloped by the surveys were care- 
fully checked against actual Heinz 
sales figures and found to be repre- 
sentative. 


To Use 500 Papers 


The forthcoming record Heinz 
newspaper program which, inci- 
dentally, is expected to involve a 
curtailment of expenditures in some 
other media, will get under way in 
September in 355 trading areas that 
account for more than 84 per cent 
of U. S. retail food sales. About 
500 newspapers will be on _ the 


| schedule, most of which will be pat- 


terned along the lines of the con- 
tinuity and frequency experiment. 
Careful consideration has been 
given to purchasing power stimu- 
lated by the defense program and 
population shifts. 

Newspaper advertising trends 
from the lush late 1920’s through 
the lean years of the last decade 
figured prominently in the compre- 
hensive Heinz investigation. It was 
observed, for example, that when 
the depression made necessary dras- 
tic reductions in national advertis- 
ing budgets, most large advertisers 
immediately cut the size and the 
number of their newspaper ads, but 
did not reduce the size of their 
newspaper lists. National newspa- 
per schedules in 1932, 1933 and 1934 
were described as “so anemic that 
even the most optimistic advertiser 


could not hope for satisfactory re- 
sults.” 
Despite the fact that today’s 


newspaper circulation and reader- 
ship are greater than 10 years ago, 
it was pointed out that only a few 
of the largest advertisers “have re- 
gained perspective on adequate 
space essential to successful 
newspaper advertising.” Figures for 
1939 show that of all national ad- 
vertisers who used any newspaper 
space, 85 per cent used less than 
2,500 lines, and 96 per cent used less 
than 10,000 lines during that year. 
Taking as an example the Detroit 
News, which ranked fourth in the 
U. S. in national linage for 1939, in 
daily issues only there were seven 
national advertisers who ran as 
much as 25,000 lines during the 12- 
month period. 

Although frequency of insertion 
rather than the nature of copy was 
the chief factor studied in the Heinz 
test, an interesting sidelight was 
noted in the fact that all bean and 
macaroni ads featured recipes, sin- 
gled out in the continuing study of 
newspaper reading one of the 
topnotch reader appeals. 

In embarking on their quest for a 
formula to make newspaper adver- 
tising more effective, the Heinz re- 
searchers took note of the new high 
attained by newspaper circulation 
today—43,348,000 copies, compared 
with 41,608,000 in 1929, despite the 
fact that there are now 50 fewer 
daily papers than 12 years ago. The 
public spending $416,000,000 a 
year, or more than $1,100,000 every 
day in the week for the newspapers 
it reads 

“If daily newspapers 
pensable to the public; if they are 
fundamental and indispensable to 
the retailer; if they offer numerous 
primary advantages to the national 
advertiser, isn’t the problem one of 
determining how most effectively to 
use the medium?” the investigators 
asked at the outset. 


as 


as 


1S 


are indis- 


actual | 


j}radio and in various consumer 


Roundup of Advertising Promotions in the Test Stage 


Start Single-Paper 
Test of 0-Cedar 
Copy Appeal 


Company Schedules 24. 
Separate Ads in Chi- 
cago Times 


Chicago, May 15. A copy test 
limited to a single newspaper, to 
determine just what features attract 
women most when it comes to fur- 
niture polish, has just been initiated 
on behalf of O-Cedar polish. 

In all, 24 advertisements 
be used for the O-Cedar 
tion, Chicago, product in 
cago Times. When the 
completed, pulling power of the 
various appeals will be tabulated, 
with the final answers to figure in 
the company’s promotion in news- 
papers, national magazines, on the 
ma- 


are to 
Corpora- 
the Chi- 


series 18 


terial. Its distribution is national. 

O-Cedar, through its agency, 
|H. W. Kastor & Sons Advertising 
Company, Chicago, recently under- 
jtook an extensive survey in the 
city. One thousand housewives 
were interviewed and their state- 
ments carefully card-indexed. The 
company found five major factors 
cited by the womenfolk as vital to 


polishes, such as covering scratches 
and nicks, and a gloss which leaves 
no sticky fingerprints 

The initial copy, which appeared 
in the Times Tuesday of this week, 
emphasized the “new, improved 
O-Cedar” and termed it fingerprint- 
free. Old marks vanish, the adver- 
tisement stated, while new finger- 
prints won't show. Besides, said 
the copy, O-Cedar “kind to fur- 
niture” and is truly and completely 
safe. Times readers were invited to 
send their names and addresses to 
the company for four-ounce bottles 
of O-Cedar free, but were warned 
that the offer was limited to “this 
week only.” 

The company now is employing 
radio in 30 markets, nationally, and 
the current test in the Times repre- 
sents its first use of newspaper 
space for some time. Art work in 
the 300-line advertisement lim- 
ited to product illustration, with 
emphasis on heavy copy. No plans 
are being considered for extension 
of the schedule. 

O-Cedar Corporation recently put 
on a special drive, thereby consid- 
erably increasing its distribution, 
especially in the grocery field. The 
current test also will take advantage 
of that drive. 


Guymon Newspaper Sold 


Giles E. Miller, publisher, and Ed 
W. Coulson, business manager, have 
sold the Panhandle Daily Herald, 
Guymon, Okla., to B. R 
president of the Texas County Pub- 
lishing Company. 


Elect Graham, Layte 

Directors 
meeting 
honorary 


is 


1S 


attending a 
elected John A. Graham 
chairman of the board, 
Purolator Products, Inc., Newark, 
and named Ralph R. Layte, for- 
merly executive vice-president, 
president of the company. 
officers have been associated with 
Purolator since 1925 


Hudson Called to Army 


special 


as 


Hays, | 


Both | 


Maj. Collis P. Hudson, manager | 
of Cavalier Advertising Service, 
Pikesville, Ky., has been called to 


army service as commander of the 
541st coast artillery, anti-aircraft 
reserve, at Camp Davis, Hollyridge, 
N. C. He has already passed an 
examination for promotion 
lieutenant colonelcy. 


Howard to Marshall Field 


Paul H. Howard, advertising 
manager of the downstairs store of 
Frederick & Nelson, Seattle, has 
been named basement advertising 
manager of Marshall Field & Co., 
Chicago, succeeding Evan L. Ellis, 


who resigned recently. 


to a| 


TEST OPENER 


HERE'S HOW TO 
KEEP FURNITURE 
“FINGERPRINT 


FREE” 


... With New, haproved © O-Cedar Polish! 
Get Amazing, Dry, Non-Oily Finish! 


MAGIC- LIKE 
HOW O-CEDAR 

WHISKS AWAY 
FINGERPRINTS AND 
STICKY SMUODGES! 


HOUSANDS are now discover- 
ing an amazingly effective way 
to keep furniture “fingerprint free" 


to kk fiowh dry—emooth as 
glam! And it's so easy, too! Merely 
wipe gently with demp cloth aprin- 
new, improved O-Cedar 


You have a surface 
that's glowing -aatinemooth! Old 
fingerprints vanish! What's more 
rots won't show! 
arvelous #0 sensation 
ts O-Cedar Polish that 
(hes bave already been 


ally effective Shevier 


1! Actual scientifically 
controlled | ratory teste have 


cere | OC 


“Chaaes , 
s “kind” to furniture Plies 
amanng horough im polwhing a 
y and completely safe’ 
1 with this new 
t 


NEW, IMPROVED— NOW NO RUBBING 


This is the first of 24 advertisements to 
appear in the Chicago Times to deter- 
mine most effective copy for a new 
promotion of ‘new, improved O-Cedar 
polish,’ product of O-Cedar Corpora- 
tion, Chicago. H. W. Kastor & Sons, 
Chicago, is the agency. 


MacKenzie Appointed 
MacKenzie, Inc., Minneapolis, has 

been appointed by Owatonna Can- 

ning Company, Owatonna, Minn. 


START NEWSPAPER TEST 
FOR CHARCOAL TABLETS 

New York, May 14.—Requa Mfg. 
Company launched a newspaper 
test campaign this week for its 62- 
| year-old product, charcoal tablets, 
urging their use for the relief of 
es pains and headaches. 

First copy appeared in the News- 


| Patriot, Harrisburg, Pa. The initial 
|test, first newspaper effort for the 
| tablets, is scheduled for 13 weeks, 


| with small-space insertions to ap- 
pear twice weekly. The Brooklyn 
/company has limited previous pro- 
motion of the charcoal tablets to 
advertising in health magazines. 

Jasper, Lynch & Fishel, Inc., New 
York, is the agency. 


To Publish Semi-Monthly 


Yachting Bulletin, newsmagazine 
of the Inland Waterways, will be 
published semi-monthly during 
June, July, August and September, 
renewing its monthly publication 
lin October, and its” circulation, 
| starting with the May 15 issue, will 
j be increased to 10,000. 


Approve Dairy Advertising 
| The Wisconsin assembly _ has 
} passed and sent to the state senate 
a bill providing for a compulsory 
check-off of farmers’ butterfat 
checks during the first two weeks 
of June each year, to raise money 
for advertising and promoting Wis- 
consin's dairy products. 


Bullock Given Post 


The Dobeckmun Company, 
land, package designer, has ap- 
pointed Hugh Bullock, formerly 
with Federal Glass Company, Co- 
lumbus, Chicago district sales 
manager with offices at 111 W. 
Washington street. 


Sell» HOTELS 


with 


THE HOTEL MONTHLY 


Qnember ABC and A 
Published by JOHN WILLY, Inc. CHICAGO 


Cleve- 


as 


Do You K 


“American Advertising Agencies” de- 
scribes the many services the agency 
is called upon to perform in radio, 
direct mail, publicity, promotion, 
out-door advertising, premium adver- 
tising, business films, and other me- 
dia. To the executive and owner of 
a growing advertising agency Amer- 
ican Advertising Agencies will be in- 
valuable as a reference on business, 


Get This Guide 


officer 
describes the many 


book 


erence 


AGENCY Services Are 
Making Money Today? 


Profitable Agency Practice 


It contains a complete survey of the functions, personnel, 
organizational set-up, duties and requirements of each 
and employee of an 


upon to do for clients in all fields. 
and practical 
ican Advertising Agencies will be helpful to students of 
advertising as well as to agency executives. 


now What 


technical, legal and managerial prob- 
lems involved in the daily perform- 
ance of his business. It will tell him 
how to organize the work of his 
agency for greatest efficiency, what 
departments and services should be 
extended to take care of growing 
demands made of agencies and sug- 
gest ways and means of making 
agency practice more profitable. 


Book to 


advertising agency. It 
services a modern agency is called 
As a combined ref- 
how-to-do-it guide Amer- 


Tear out 


this ad 


Write name, address and 
number of copies desired on the 
lines above and inclose with your 
remittance at $3 per copy. 
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The ‘Jantzen Girl’ 
Makes Big Splash 
in New Campaign 


Portland, Ore., May 13.—Ten 
pages in color, all glorifying 
“Jantzen Girl,” will appear in five | 
magazines starting with Life, on| 
May 23, Jantzen Knitting Mills 
announced today. 

Without revealing the amount of 
the 1941 appropriation, company 
representatives said that the Jant- 
zen campaign will involve’ an 
expenditure larger than those of 


full 
the | 


all other U. S. swimming suit | Mademoiselle, where a new two-| 
manufacturers combined. color photographic process will be 


cities not having a regular Jantzen 
posting schedule, when dealers rent 


a 


Fashion Pre-Testing 


carry two color pages during the 
seven weeks’ period in which the 
annual advertising drive is concen- 
trated. All pages will feature illus- 
trations by the Esquire artist, Varga, 
except for those appearing § in 


|during the latter half of May. The | 
| Varga-painted 24 sheet poster being | 
used was first seen in Florida dur- | 
ling the southern season which | 
opened in January. Dealers’ names 
will be imprinted on the posters in 


Smith to “Daily Citizen” 

Carl W. Smith, formerly with the 
Evening News, Ada, Okla., has been 
named advertising manager of the 
Daily Citizen, Cushing, Okla. 


Leader 


DON LEE'S NEW ALL-TELEVISION 
STUDIO ATOP MT. LEE IN HOLLYWOOD 


presenting ¢ . atop LES 
rept Lec’s new television studio : tee LEADS 'N SA 
. 4. > 
Don ec the on y ON . 0% mot 
nt Lee 19 Holly* ood 1S wes sd he Pacific coast with 5 3 gsher 
ou . ; on the ** a an 4 ' 
7 jevision studio 19 the onal advertising ma 
all-te € regic ‘ 


with 9 out 


homes W 


ichin 


the nation $ 


OVERAGE 


oast radio 


ps IN Cc 
10 Pacific ¢ 
f a Don Lee st 
jonal network: 


LEA 
of every 
25 miles © 
greatest res 


ation 


networks 


combined. 
MUTUAL Hi) Li 


BROADCASTING SYSTEM 


5515 MELROSE AVE., HOLLYWOOD, CALIF. 
THOMAS S. LEE, Pres. 

LEWIS ALLEN WEISS, Vice-Pres. and Gen. Mer. 

JOHN BLAIR & CO... NATIONAL REPRESENTATIVES 


THE NATION'S GREATEST REGIONAL NETWORK 


In former years, the Jantzen | used. the poster space. 
campaign has been reported to cost| Black and white pages will ap-| Dealer oe — — ThroughPollsUrged 
i : is -e now | pear twice during the season in|newspaper mats, model window 
napa an gto retin. pied | movie ci I wl Modern | displays by W. L. Stensgaard, and by DryGoodsGroup 
ing to Ray Andrews, vice-president | Screen and Photoplay and Movie Jantzen “Size-o-weight” scales, on New York, May 14.—Pre-testj 
of Botsford, Constantine & Gard- | Mirror. In place of the usual movie which customers read swimming of fashions by means of nation "ide 
ner, Portland agency which handles | starlets who have modeled for sult size instead of weight. nalts af pcs sc caaiendinien ride 
the account. | Jantzen in previous years, how- Jantzen Knitting Mills has oper- coment this weak te tie Ie was 
lever, they will show New York | ated on a 24-hour basis for the past -. on aw Goede p Prevesti mal 
Feature Varga Drawings models from the Powers organiza-|three months, and the volume of aes = es : a 
In addition to Life, Collier’s, | tion. suits manufactured this year is Designed ani scientific check 
Esquire, Mademoiselle and The Nationwide poster showings will| appreciably above last year, the sonnet sanatieie aie = 
|Saturday Evening Post each will|cover nearly all key cities, starting | Company said. sy ance of 


the season, to style developments jp 
ready-to-wear and accessories in the 
low-priced field, the poll would be 
financed by the Fawcett 


_ 


creen 
Unit which would promote the ge- 
lected fashions in the pages of its 
four magazines. 

Under the proposed plan, de- 
scribed by Joseph E. Hanson. map. 
ager of the sales promotion diyj- 
sion of the NRDGA, member stores 
will poll 10 customers every month 
on their first, second and third pref- 
erences in one line of merchandise. 
Polling sheets will illustrate and de- 
scribe the different styles that 
line. 

Tabulate Findings 

In cooperation with Fawcett, the 
NRDGA will tabulate and analyze 
the reports, break them down geo. 
graphically, by age groups and 
types, and split them up into income 
bracket groups. Each cooperating 

| store will receive the poll interpre- 
| tations. The selected fashions wil! 
|be photographed on Hollywood 
| stars for the Fawcett Screen Uni 
and merchandisers will be able t 
| tie in with this promotion in win- 
| dow and newspaper advertising, the 


NRDGA points out. 


¥ 1 
PHINEAS R. WHEELER ( 
Holyoke, Mass., May 12.—Phineas 
R. Wheeler, 71, retired sales man- 
ager of the Franklin Paper Com- 
| pany of this city, and for more than 
a half century associated with the 
paper industry, died May 7 in the 
Holyoke Hospital. ) 
— : 
JOSEPH B. BLEILER 
| Cedar Grove, N. J., May 12.—Jo- 
|seph B. Bleiler, 55, general sales 
| manager of the Fisk Tire Company 
| Chicopee Falls, Mass., for 15 years 
| died May 9 at his home here. 
NELSON B. NELSON 
Eau Claire, Wis., May 12.—Nel- 
son B. Nelson, secretary of the Eau 
Claire Press Company and general 
/manager of the Eau Claire Leader 
|} and the Daily Telegram, died May § 
|at his home here at the age of 63 
Mr. Nelson was a past president of 
the Northwest Daily Press As- 
sociation and the Wisconsin Daily 
League. 
EARL T. SADLER 
Chicago, May 15.—Ear] T. Sad- 
ler, 57, head of E. T. Sadler Com- 7 
|} pany, and publisher of Automot 7 
Maintenance Association News at iy 
other publications, died yesterd: Ri 
in Ravenswood hospital. 
_—_ 
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PHOTOGRAPHIC REVIEW OF THE WEEK 
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THE COMPETITION HEIGHTENS 
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M. J. Warnock (left) has been ap- be the sane promis 
e- pointed director of advertising and pro- aveclbsan 
n- motion for the Armstrong Cork Company, 2 ors the soap hele art 
i Lancaster, Pa., succeeding John P. nastahrracisa 
a Young, resigned. E. Cameron Hawley 9 be esse wy tat! 
s (right) has been made assistant director. , 
th The director of the expanded Armstron 
° 9 & Bowes it Meat 
f- department joined the company in 1926, 
* with Mr. Hawley coming in a year later. ob eget try tt 
lat DOG HOUSE Gnnws you babys 
7° noun mortem 
the eat 
yze » ele oH goes ete poe 
e0- heer oe 
= Wo. a first choke of women + 
me ter besety care 
ing aR _. PALMOLIVE is made with olive and palm 
a oils... COSTLIEST OF blend used 
re- 
will 3 Sie for any leading seap 
ood 2 ro sepa mee oe 
Init , teaspoonfuls Pies 3 SSes 
x He tints of olive oi! <a ~@ cs aes 
4 waninc a = Sue 
the Three labels from the new Kenny Klub  @umanné v > yi “4 
dog food and 39 cents cash brings cus- tee) a iy ve Tey (atimolive.. WOW 
tomers this Klub dog house, manufac- es tie 
This obviously happy young woman is being used to good advantage by lodent tured for C. D. Kenny Company, Balti- 
Chemical Company, Detroit, to boost sales of its tooth paste and powder, in the more, by Hinde & Dauch Paper Company, Current magazine copy for Palmolive soap emphasizes the new competitive trend 
; form of window displays with the figure in black and white, and the vase of Sandusky, O. Built of rugged corrugated in soap advertising, with a scoreboard reminiscent of the type used successfully 
neas flowers and accompanying merchandise in full color. Photography was done by board, with a nameplate for its owner, in auto copy. In this instance Palmolive asks the consumer to check ten ques- 
nan- J. C. Redlich & Co., Chicago. Vanderble and Rubens, Inc., Chicago, is the the premium is building sales of the tions regarding soap and what soap is expected to accomplish for the user, 
‘om- agency in charge. new product. a sort of box score on complexion care. 
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William B. Carr, Western advertising 
manager of Time, is the newly-elected 
president of the Chicago Federated 
Advertising Club, succeeding E. R. 
Richer, vice-president in charge of ad- 
vertising, Hart Schaffner & Marx. 


NEW PRODUCT 
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* newc mer to the line of Seaforth s “ d ha g _ 
- Neri coe _ is this stone jug of Ny > ' 3s, nahin dee me Gove BE : 
ay g, which introduces Tanniform, _ RE Ie 0 ae tea ae ak as . 
ae ‘ype 0 tannic acid that acts as a scalp t As fs SNR Oi I NN ET I Te ’ 
pores "mulant. Both the jug and the carton 
pont which it is sold are definitely mascu- Among the medal winners at this year's showing were these top-notchers: (first column, top to bottom) color photography, Edward Steichen, for Matson Navigation 
pores my Advertising of this and other Company; color illustration, Carl Ericson, for American Viscose Company; (second column) black & white illustration, Peter Helck, for York Ice Machinery; poster, 
we "td D. MeKelvy Company products 


Norman Rockwell, for P. Ballantine & Sons: black & white photography, MacBall Studios, for Maryland Casualty Company; (last column) magazine cover, Will Burtin, for 


is pleced by BBDO, Minneapolis. Architectural Forum; continuity, Floyd M. Davis, for General Foods. (Story on Page 24.) 
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“He made so many of them’ 
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The Stuyvesants live on Park Avenue. They are rich. 
cultured, charming. But they constitute only a small minority 
of New York—just as they are a minority in Detroit, Boston. 
or San Francisco. 

The Sweeney family lives in one of the five boroughs. 
They are a middle-incomed, good, wholesome American 
family. Their actual name may be Benson, Turner, O'Hara. 
Palermo, Salomon, LaForge—or Smith. They constitute the 
largest part of New York’s millions. These are the folks 
Lincoln talked about when he said in effect: The Lord mus: 

have loved the common people, He made so 
many of them. 

If you have merchandise to sell, where 
can you look for preponderance of sales? 
From the few Stuyvesants? Or from the 
gigantic aggregation of average Americans, 
the Sweeneys? 

+ * ** 


By a curious trait of human nature, many advertisers 
think their customers are like their own circle of friends. 
But their friends are a select group of considerably more 


than average wealth. Many customers are not like this well- 


to-do circle—they are more likely to be Sweeneys! 

The Sweeneys are more receptive to advertising than the 
Stuyvesants. Mr. Sweeney smokes Camels, Chesterfields, or 
Lucky Strikes and reads the ads. Mr. Stuyvesant is more apt to 
smoke the monogrammed cigarettes his tobacconist purveys. 

An announcement of new suit and topcoat styles by 
Rogers Peet or John David is news to Mr. Sweeney. But it 
doesn’t mean much to the man who has his own custom 
tailor. Regal shoes, Knox hats, Arrow shirts are important to 
Mr. Sweeney because he buys and wears them. 

Their wives are like their husbands. Reading food 
advertising is a bit of an adventure to 
Mrs. Sweeney. She is open to the suggestion 
that she try Maxwell House, Davis Baking 
Powder, Del Monte Tomato Sauce or Mrs. 
Wagner’s brandied mince pies. But not so 
the lady who lunches at the Colony. The 
buying of groceries is a chore she leaves 


to her cook. 
* * 


New Yorkisacity of millions. It has more Stuyvesants than 


any other city on earth. But most of its millions are Sweeneys. 

In New York a safe advertising bet is to Tell it to 
Sweeney—in The News! The News gives you a majority of 
both the Stuyvesants and the Sweeneys. It is New York’s 
most popular newspaper, with more readers in every income 
group. It parallels population. It is read by a majority of city 
families, and more suburban families than read any other | 
newspaper. In a very real sense, The News audience typifies | 
New York. If you want the prestige that comes from sales 
leadership, the profit derived from volume, the satisfaction 
of doing a large selling job at low cost, Tell it to Sweeney 
in The News! 


NEWS 


PICTURE NEWSPAPER 


_. AVERAGE APRIL NET PAID CIRCULATION EXCEEDED 1,975,000 oany.. . 3,600,000 sunoay 


| i Tg 


ak NEWS BUILDING, New York © TRIBUNE TOWER, Chicago 
. *_ 155 MONTGOMERY STREET, San francisco 
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